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To class your package as a mere cover .for _ appearance and appeal to which the present 
your product, is to overlook its capacity for day consumer is partial. 


moulding consumer opinion. 7 
This organization is eminently qualified to irate 


Modern merchandising strategy dictates that you convert your present package Takao) 


the package must embody those features of decisive pawn in your merchandising offensive 


BROOKS & PORTER, Inc 


304 HUDSON STREET «© NEW YO! 
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WINNERS ALL! in the Pacific Coast Packaging Contest sponsored by the Pacific Advertising Clubs 
Association and held in conjunction with their annual convention at Portland. 


Tea Garden Products Portland Oregonian Cup 
California Lime-Mix and Counter Card Honorable Mention 
Purola Esquire Package Honorable Mention 
Phoenix is proud to add this distinguished group of products to the ever-expanding list of Phoenix Metal 
Capped packages which have received trophies, certificates of award, etc., during the past several years. Num- 
bered with these; O’Cedar Wax Cream, Campana’s Italian Balm, Hess Witch Hazel Cream, Watkins Polish, Orlis 
Antiseptic, St. Denis Bath Crystals and Norwich Aspirin. 


PHOENIX METAL CAP CO. New York - Chicago 
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The second article of the series “The 
Materials of Packaging’ appears on 
page 33, this issue. These articles are 
written in understandable fashion for 
the layman, not the technician. It is 
believed that in this form they will be 
most helpful to our readers—to those 
who must specify and buy the supplies 
needed for their packages. 


The photograph from which the front 
cover of this issue was reproduced was 
furnished through the courtesy of the 
White Cap Company and shows new 
packages used by Kraft Phenix Cheese 
Corporation. Besides serving as excel- 
lent containers for the products the 
thin-blown tumblers are desirable for 
re-use purposes. They are vapor sealed 
with Whitecaps. 
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From the Smallest 


To the Largest 


These Famous Cartons Are 


SEALED on ONE MACHINE 








No easy job when you consider that car- 
tons containing the famous products pic- 
tured above vary from 3%" to 15” in length, 
%" to 4” in thickness and *%” to 52” in 
width. But the New REDINGTON Carton 


Sealer does it easily, quickly, economically. 


The machine itself is immediately adjust- 
able between these limits. The tops and 
bottoms of the cartons are double sealed 
simultaneously, making a perfectly square 


seal. 
That’s why, if your product is of a solid or 


semi-solid nature and sold in glued-end 


cartons, you should investigate this Reding- 


ton. You will eliminate the prohibitive 


costs of gluing cartons by hand. The in- 
vestment in these machines is reasonable 
because they are standard, therefore manu- 


factured in groups. 


A New REDINGTON Carton Sealer is sealing 
Ry-Crisp cartons for Ralston-Purina, too. 
Can you picture what help this Redington can 
be in your factory? Then write us for the 


complete ‘‘picture’’—without obligation. 
“If It’s Packaging—Try Redington First” 


F. B. REDINGTON CO. (Est. 1897) 
110-112 So. Sangamon St., Chicago, Ill. 





REDINGTON Carton SEALERS 





ALSO Machines for Cartoning - Packaging - Labeling - Wrapping 
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"but here’s a Parchment 
with the seal of Caesar” 


Mark Antony's Funeral Oration 


There lay Julius, full of holes, and dead as any herring. | 
But the will . . . ah, the precious parchment will . . . that 
bore the seal of mighty Caesar! 


Great stuff, Mark old boy! You knocked ‘em off 
their seats! 


Now this was 53 B. C., a bit too early, we admit, to be 
parchment made by KVP. . . which was Caesar's loss, and 
your gain. For KVP Genuine Vegetable Parchment is one 
of those rare and priceless products which is “royalty” 
among its fellows. 


y y It, too, bears "the seal of Caesar," which it freely shares 
é a » with all who trust their products to its kingly protection. 
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KALAMAZOO VEGETABLE PARCHMENT CO. 


9 tit ce et 


PARCHMENT ( KALAMAZOO COUNTY ) MiRGLaILey-UN 
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“Our experience proves that it 
is profitable for us to maintain 
a high standard for our pack- 
aging. We have formed the 
habit of looking to ‘US’ be- 
cause there is never ony 
question of pore ap them.” 


President. 


THE ZANOL PRODUCTS CO. 





Repeat sales, even on products handled by dealers, depend on the selling done 
in homes— by quality of product, of course; but the package is important, 
too... Mrs. Consumer, whether conscious of it or not, likes the bright spots 
of color which attractive packages bring into her home. She likes them because 
they look well, but they do a real job for the manufacturers of those products: 


They remind her to “repeat on the same items ; and the salesman who comes 
to her door has a much easier task if he can display a well-packaged line . . . 
In the ZANOL Line, each package has its own distinct identity, but a 
strong resemblance unites them all—a pretty smart family, packaged for 
home selling . . . These ZANOL products are packaged by “US”. The aggres- 
sive producers of the ZANOL Line rely on "US" for packages which fit in 
profitably with their marketing plan . . . We can serve you, too. 





The a STATES PRINTING 
~"& LITHOGRAPH COMPANY 





CINCINNATI 
312 Beech Street 


NEW YORK BALTIMORE 
52-K East 19th Street ; 412 Cross Street 








For Any Speed, Capacity and Container 


there’s a Pneumatic hook-up that is ideal for your needs 
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Straight Line Vacuum Filler or Combined Filler & Cleaner Pneu-Rotary Capper McDonald Straight Line Labeler 


This three-unit (four operation) line is designed for high speed continu- 
ous operation at a rated output of from 40 to 120 bottles per minute. 
The bottles are cleaned, filled and capped and labeled front and back, 
three sides or all around in any way required. 








Rotary Vacuum Filler Pneu-Rotary Capper MeDonald Straight Line Labeler 


This hook-up shows a rotary filler, which offers definite advantages in 
certain plants, connected with the Pneu-Rotary Capper and McDonald 
Labeler. This vacuum fills, caps and labels bottles at a speed of from 40 
to 120 or better per minute. 
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Semi-Automatic Vacuum Cleaner Semi-Automatic Vacuum Filler Single Head Capper McDonald Straight Line Labeler 


The Semi-Automatic Vacuum Cleaning Machine and the Vacuum Filling 
Machine are built in several models which can be used with from 6 to 11 
filling heads as required. Connected with the Single Head Capper and 
McDonald Labeler they make a line that can be more quickly changed 
from size to size than any other automatic line. 


The machines shown in the above hook-ups are not dependent on each other. They are equally effective used individually or in connection with other equipment. 


BOTTLING 
PNEUMATIC SCALE macuinexy 
PNEUMATIC SCALE CORPORATION, LTD., 71 NEWPORT AVENUE, QUINCY, MASS. (NORFOLK DOWNS STATION) 


Branch Offices in New York, 117 Liberty Street; Chicago, 360 North Michigan Avenue; San Francisco, 320 Market Street 
Melbourne, Victoria; Sydney, N. S. W. and Trafalgar House, No. 12 Whitehall; London, England 
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things off on the 


right foot ... and 


RAS PLONG 


them that way 


Q Back of every Canco closing machine 
is a service as advanced as the closing 
machines themselves. At carefully chosen 
centers we have over 200 men on call. 
Their one job, starting with instruction of 
your operatives, is to insure the smooth, 
uninterrupted performance of our equip- 
ment in your plant. 


In buying cans, remember: ABILITY to serve 
you well is as important as the WILL to 
serve you well. 


AMERICAN CAN COMPANY 


230 PARK AVENUE NEW YORK CITY 





PHILLIPS’ 


NEW CREAMS 
GET A GOOD 
START IN LIFE 


The Charles H. Phillips Co. is introducing a new 


line of face creams. What more natural then, that 


they should select the Illinois Carton and Label vei : : 


Corporation to provide the perfect container for 


their new product. 


So it has always been with Illinois customers. 
Our product and our type of service has made 
long-term friends of the biggest names in industry. 
We can earn your patronage if you will investi- 
gate our facilities. We can hold it...as we 


have held that of others...on our record of 


Illinois Carton board is made to 
our specifications by the Ameri- 
can Coating Mills, Inc., of Elkhart 


performance. To learn about both of these, write indiana. 


to our nearest office. 


ILLINOIS CARTON AND LABEL CORP. 


ELKHART INDIANA 
e4 a [Ley NcTo) NEW YORK CITY 
BRANCH OFFICES: TRIBUNE TOWER, CHICAGO 22 E. 40th ST., NEW YORK CITY 
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CHocoLate 
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AMBROSIA PURE MILK CHOCOLATE 





AMBRO » CH os WAU K 
AMBROSIA ¢26"iey_ BAKING - 
PREMIUM See CHOCOLATE 


CANARY | 
| SEEDS | 


Cartons are like people, in one respect. Some have a 
winning personality—others have not. The skill of Sutherland 
artists and artisans has long been recognized in producing 
many of the world’s best sellers. We have been successful 
in modernizing old cartons without losing the prestige of 
old symbols of identification. Have you such a problem? 


SOUTHERLAND katamazoo mich 
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Se omething fo Crow about/ 





When your product stands head and shoulders above the competitor's pack- 
ages on the dealers’ shelves you have something to crow about indeed. 
Ribbonette which is especially made to every customer's requirements, in 
colors to match or harmonize with his packages, is designed to give your 
package that touch of distinction that makes it outstanding. 


Ribbonette is the only fine tying material which is made to the customer's 
order, according to his ideas, in any number of colors. You are not confined 
to a limited number of designs from stock. With Ribbonette you can 
have anything you want as far as color, design, width and strength are con- 


cerned. 
Send for samples and prices. 
RIBBONETTE DIVISION 
CHICAGO PRINTED STRING CO. 


2319 Logan Blvd., Chicago, Ill. . 55 West 42nd St., New York 


IBBONETTE 


By the Makers of Print-Ad-String. 
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ta CHICAGO CARTON COMPANY 
since 1908 has produced the highest 
quality folding cartons and labels. New 
mechanical improvements in carton and 
label manufacture have been adopted. 
New means of producing the ultimate in 
beauty, serviceability, and salability have 
been constantly developed. 


Three times in this period customer 
approval has forced moves to larger 
quarters. Now to climax a quarter century 
of progress the Chicago Carton Company 
moves to its new plant—the most modern 
folding carton plant in the world. Here 


i t and thods will 
CHICAGO CARTON CO.  feciincte the production of even finer car 


4433 OGDEN AVENUE CHICAGO, ILLINOIS tons than we have produced in the past. 


10 MODERN PACKAGING 












THOMAS M. ROYAL & 0. | 
an 5800 North Seventh Street | 
- PHILADELPHIA, U. S. A. 











PACKOMATIC 
AUGER PACKER 


PACKOMATIC MACHINES 








—BRANCH OFFICES— 


20 E. Jackson Blvd. 
CHICAGO, ILL. 


11 W. 42nd St. 
NEW YORK CITY 


2216 Northland Ave. 
CLEVELAND, OHIO 


440 Howard St. 
SAN FRANCISCO, CAL. 
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The Packomatic filling machines 
illustrated here are of the auger feed 
type and designed for utmost sim- 


plicity in construction and operation. 


These machines are furnished for gross 
weighing, packing, or volume filling. Ma- 
terial is filled into the container from the 
top when it does not require packing, and 
starts filling at bottom of container when 


packing is desired. 


Will handle any style of container 





and any kind of dry product, also 
insures greater accuracy in weights. 
Exceptionally easy to change from 


one product or container to another. 





A speed of up to 30 packages per 


minute can be attained with one PACKOMATIC 
operator. AUGER FILLER 


A PACKOMATIC ENGINEER WILL CALL UPON REQUEST—NO OBLIGATION 


PACKOMATIG 


PACKAGING MACHINERY 


J. L. FERGUSON COMPANY, JOLIET, ILLINOIS 








SY 


FOR HOLIDAY AND GIFT PACKAGES 


SYLPHRAP is made in plain greaseproof and em- ‘‘Quality’s Best Attire’. Increasingly popular for 
bossed white, and in moistureproof, sheets and rolls, Holiday Gift Packages and for standard protective 
also in eleven brilliant colors. It may also be ob- wraps for all products. 
tained in Bags, Envelopes and Window Cartons, Have you seen our new Rancidity Retarding Old 
Printed Rolls, Sheets, Ribbons, and many other items. Gold light deflecting sheet? If not, let us send you 


| SYLPHRAP is the Aristocrat of Transparent Wraps samples and tell you about it. 


LPHRAP 


REG. U. S. PAT. OFF. 













SYLVANIA 


Executive and S 


INDUSTRIAL CORPORATION 
ales Offices: 122 East Aad Street, New York 
ales: Fredericksbur ; 


~ 








DISTRICT AGENCIES 





. BRANCH SALES OFFICES 
) 201 Devonshire Street . Boston, Mass. 
120 Marietta Street . Atlanta, Ga. 


427 W. Randolph Street . Chicago, Ill. 








Blake, Moffitt & Towne, 
4| First Street, San Francisco, Calif. 


Pollock Paper & Box Co. 
Dallas, Texas 
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|\) Acme Silverstitch 
ij) Stitching Wire 
is 7 Years Old 


Knowing that galvanizing is a 

superior rust-resisting finish, Acme 
pioneered the first galvanized stitching 

— wire ever to appear on the market. 





Acme also was first to introduce one-piece, 5 
and 10 Ib. coils. 


And, Acme makes Silverstitch by an exclusive 
process that provides accuracy of width, gauge, 
temper—and smoothness. 


Acme Silverstitch was an immediate success. It 
overcame the problem of rust and corrosion that 
had been giving stitching wire users a great deal 
of trouble. 





Now in its seventh year, Acme Silverstitch 
continues to give maximum protection against 
rust, give faster, smoother stitching work, and 
reduce the number of stops required to change 
wire. 


ACME STEEL COMPANY 


General Offices: 2843 Archer Ave., Chicago Ww 


Branches and Sales Offices in Principal Cities 
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Birthrate—2,200,000 Per Annum 





The Gerber Products Company is just as careful and exacting in regard to its labels | 

















and advertising material as it is about the quality and purity of the products 
within its packages. 


The famous Gerber Baby, which typifies to millions the high quality of Gerber 
foods, has set for us. at the Michigan Lithographing Company, an equally high 
standard of quality to follow in producing Gerber’s millions of labels, displays, etc. 


—_ i. a a ae) ee 


If your pride in your products extends with equal emphasis to your packages, you 


om 


will find an unusual degree of satisfaction in working with lithographers whose 
own pride in their work assures you of constant, uniform perfection. You will be 
doubly pleased to know that Michigan quality—high though it is—has not afected 


Michigan’s ability to quote prices well within the competitive range. 


MICHIGAN LITHOGRAPHING COMPANY 
GRAND RAPIDS, MICHIGAN ‘ 
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This outstanding 
CARTON was VARNISHED 
on a regular FLAT BED 
PRESS 




















No costly equipment—No special 
treatment needed to get even, 


brilliant coating. 


The eye readily acknowledges the superiority of a well varnished 
carton. Sales records confirm it. 


But varnishing is supposed to be a tedious, expensive process . . . re- 
quiring special equipment. . . taking much time. 


So it was... oncel Today, Surface Products Controlled Gloss Var- 
nishes make possible far better varnish effects than ever before . . . and 
at surprisingly small expense! 


How? Because they can be applied, by your own box maker or label 
maker, on regular flat bed presses, without special equipment. Because 
they provide a smooth, even, brilliant coating without penetrating into 
the board. They will not regenerate heat, will not stick. Best of all, 
any desired degree of gloss may be obtained... for they are truly 
named, Controlled Gloss Varnishes. 


Specify Surface Products Varnishes. Write us for full information. 


This carton manufactured by 
the Chicago Carton Company 
from a design by Benjamin 
Lewis, Inc 








PRODUCTS Co., Me. 












MANUFACTURERS 








— tl ied AF LLL 
118 QUE STREET N.E. ®@ ASHINGTON, D.C. 











OVERPRINT VARNISH 
SURFACE WAX 
COBALT DRIER 
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MANY FIRMS CAN 
MAKE A TUBE 


—but 






Just Press 
The Tube 


— a 









THE PERFECT 
| GREASE 
| LUBRICANT 


OMPACT CLEAN fil 
| AND ECONOMICAL 
| GREASE PACKAGE I 
} FOR USE IN THE 
| MHOME. GARAGE 
FARM OR 

Hf) (NOUSTRIAL PLANT 





















—the particular type of tube 
best suited to your product is 
something else again. Here at 
the Standard tube plant we manu- 
facture hundreds of different tubes with a large 


variety of closures, many of these being our ex- 











clusive specialties. 






| A Remarkable | PAINTERS 
} Cleanser and Polish _ane 


Combined 






Because of our unusual facilities, manufacturers 





with difficult tube problems have come to rely upon us for  Btseeireld 
mM) BROS. 
their solutions. If the container of your product fails to By “omroranc 


meet your utmost demands—whether your requirements are 


large or small—Standard designers can help you. Call 





upon them for the solution of your tube packaging 


problem. 


STANDARD 


SPECIALTY and TUBE COMPANY 


H. T. WARREN, Room ison 7 
NEW BRIGHTON NEW YOur s metener a eee Ave PENNSYLVANIA 
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SEA’ 


@ PORTLAND 






© SALT LAKE CITY 






@ CLEVELAND 


CHICAGO. «=» _ BALTIMORE 
CINCINNATI 





SAN FRANCISCO 





KANSAS CITY * 






ST. LOUIS 






LOS ANGELES 






* PHOENIK penchant 





HOUSTONS 


SERVICE ts nil Far 


When it comes to closures, good service means getting what you 





want without difficulty or delay. 













This is the service C. C. S. gives you. 


Large stocks of standard caps are maintained in well distributed 
branch warehouses. Look at the map! 


Investigate C. C. S. Closures and the service that goes with them. 





You will find the kind of closure and the service you require. 


CROWN CORK AND SEAL COMPANY 


World’s Largest Makers of Closures for Glass Containers 
BALTIMORE, MARYLAND 











WAREHOUSE STOCKS AND ‘SALES OFFICES: 






















e Be 2 BS RE GER SEG REA axes OC 
Atlanta, Ga. Cincinnati, Ohio Houston, Texas 
Boston, Mass. Cleveland, Ohio Jacksonville, Fla. Crown Cork & Seal Co., Baltimore, Md. 
Brooklyn, N. Y. Dallas, Texas Kansas City, Mo. 
Chicago, Ill. Detroit, Mich. Memphis, Tenn. Send samples, prices and full information on 
New Orleans, La. St. Louis, Mo. | C0 Screw Caps () Lug Caps 1) Axa Crowns. 
Western “Division 
WESTERN STOPPER COMPANY, Inc. PRD i icsvecstacectatiissina asda eased 
SAN FRANCISCO, CAL. LOS ANGELES, CAL, 
e SOON Ess scsssssssccisceceakcesetsesassansttsesnaionintias aiatlinatttanidlaiatae 
SEATTLE, WASH., K. A. Moores, Inc. PHOENIX, ARIZ., B. E. Tade & Co. 
ad PORTLAND, ORE., K. A. Moores, Inc. | EL PASO, TEXAS, A. H. Cooper E-10 
— SALT LAKE CITY, UTAH, E. F. Mariani CMBR ivacicincsstctasccnistanveisieduiatnen GOI goo ccccaza cic’ 
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Wid 


son of a seventh son 


... is the new, seventh edition of the 
Packaging Catalog. . . richly endowed, by 
over a hundred and fifty cooperating ad- 
vertisers, it brings you more and more 
helpful information than ever before. ... 


to be born during January, 1935 


Seventh sons, tradition holds, are endowed by nature with more than the usual measure of worldly 
goods. So it shall be with the seventh Packaging Catalog .....a bigger, better, more gigantic, more 


colossal volume than ever before. 
Sounds like a blurb for a 1929 Goldwyn movie. 
But it isn’t. 


For, through all these years when graphs pointed downward .... the Packaging Catalog’s index of 


reader interest, of serviceability, of advertising .... all rose....and rose ....and rose. 


The graphs rose because the Packaging Catalog is the most logical means of bringing to the attention 


of the packager, the products, services and machines he must use. 


A very simple reason .... borne out by the experience of an ever growing group of repeat advertisers, 
a group which now numbers over a hundred and fifty. This army marches into the field for its 1935 
campaign early in January. Recruits will be accepted until Nov. 15, 1934. Best positions must be 


secured earlier. 


PACKAGING CATALOG 
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PACKAGED for practi- 


cal purposes and conveniences to 
the ultimate user. 


DECORATED to typify 


the class of the product within 
..to take front-place position in 
dealer's display space. 


SIZED to catch the fancy and 


the purse of trade! 


EXPERIENCE and VISION...here 
ion match the necessities of the day in 


PACKAGING for SALES on sight! 
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METAL PACKAGE CORPORATION 


ESTABLISHED 1909 
110 E. 42 5p S1., NEW WORK CITY 
° One of America’s Largest Canmakers ° 
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Kimble Glass Vials are automat- 
ic - machine-made...Their walls 
are uniform, strong and dur- 
able... They are equipped with 
many types of caps.’or closures 
for hundreds of diversified uses. 




















“LeaK- PROOF 
- squeeze, PROOF 
- SOLVENT- PROOF. 
. SHRINK ‘PROOF | 






There are Patent LipVials, Dropper 
Vials, Applicators, Goldy Seal 
Vials, Slip Cap and Screw Cap 
Capsule Vials, Re-Seal-It Vials, 
Shaker Tops, etc. 
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KimbleVials—being made wil 
of fine glass — may be 
stored in your stock in- 
definitely without danger ; th 
of fire or shrinkage... ; 
Glass withstands wash- ' l 
ing and sterilization with- F a 
out wear or corrosion. F 
Once 
No apologies ever need be offered for , 
the glass vial. It makes a finished pack- = 
age... smart looking, clean, lustrous, pe whee 
cart atid Lit! ‘ 
highly transparent and sanitary. Unlike composition or substitute materials, 4 — 
glass is non-inflammable and non-shrinking. The glass vial is “squeeze-proof” ote 
and lets none of its contents, whether liquid or powder, escape through the cap. on 
Kimble Glass Vials —retempered and “strain-free’—are strong and dur- - 
able. They are light in weight and minimize shipping costs. They always retain Feo: 
their crystal clear color, showing off their contents to greatest advantage. unig 
Made of the finest quality glass, they are odorless, corrosion-resisting, air- yello 
tight, and moisture-proof. They are safe to carry solvents, perfumes, drugs, teens 
chemicals, oils and hundreds of other liquids without danger of loss or leakage. 
















Consult with Kimble on your sampling and packaging problems. A special 
type, or standard, vial best suited will be promptly recommended. 


IMBLE atass company 


VINELAND, NEW JERSEY. 


NEW YORK ° PHILADELPHIA ° BOSTON 
CHICAGO ° DETROIT 





MODERN PACKAGING 


..and saves SCHENLEY 


the expense of an extra 





label. 


Once again, Protectoid makes possible a unique, attrac- 
tive, eye-catching and sales-creating package... this 
time for America’s foremost liquor manufacturers 
whose new Clic martini cocktail is wrapped in this 
specially cut and printed Protectoid covering. It 
glistens with permanent freshness... literally whis- 
pering ‘‘Try me—Buy me’’... just as any new product 
should. 





For your new package . . . Consider Protectoid. Its 
unique qualities...utter transparency, free from 
yellow cast; freedom from shrinkage, ease of applica- 


tion, wrinkle-less, crinkle-less soft silky feel... all 





these make Protectoid an ideal package wrap. let us 
show you what Protectoid has done for others . . . then 


eats chowwou what, at small expense, it can do for 


pA 
© SAMPLE PROTECTOID 
fi of Trade Mark Reg. U. S. Pat. Off. 


lace | is a Product 
of 


FROTECTOIDE 
1; CELLULOID 
CORPORATION 


ESTABLISHED 1872 
10 E. 40th ST. NEW YORK 














Mealy adapted for vodks, 
Se vetages., Confections and Cosmetics 


Because color is such a vital factor in modern packages, Res- 
inox 600 has been made available in a wide variety of shades 
that resist fading. This material is waterproof. It will not ab- 
sorb moisture or change color. It offers unusual resistance 
even to boiling water, dilute acids and alkalies. Resinox 600 | 
is odorless and tasteless. It has a transverse strength of 16,500 | 
lbs. to the square inch, assuring minimum breakage and chip- 
ping. Packages or products that require close-fitting threads 


An improved or movable parts may now be designed with every confi- 
! dence that when molded of Resinox 600 there will be no 


THERMO-SETTING Yastic “swell,” “‘stick’’ or ‘“crack’’ to cause trouble. Because of 
Bs es these many advantages, you will find Resinox 600 an ideal | 
having ALL these fualities material for packaging food products, spirits and cosmetics. 
And of particular interest is the fact that Resinox 600 is © 
moderately priced. 

RESINOX (ORPORATION 


@ Unusual plasticity, with free- 
dom from flow marks. 


@ Wide color range, in pastel 
tints and other colors. 





Subs'diary of Commercial Solvents Corporation and Corn Products Refining Company 


Non-fading and non-bleeding. £30 Perk Avenue, New York City 


= 


Water and alcohol-proof. " aie ie 1\W re 
Odorless and tasteless. 7) =) = eS | N De 
: Al — —) Oo IN 
High torque strength. sp tare gt : Sl 
4. Molding Resins @ Molding Compounds 

Laminating Vammishes. 




















Will not warp, check, or mottle. 





KEEP IN TOUCH WITH RESINOX DEVELOPMENTS. 
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BEFORE: These ill- 


mated containers were 
lacking in sales appeal. In 
no way did either convey 
the impression of quality. 
Both had paper labels, 
which mar and soil easily. 


AFTER: The bottle has been replaced by an attractively lithographed tin con- 
tainer with broad display surface. The new CLEAN-ALL container has been given 
greater consumer convenience, and the added protection of Continental's Tripletite 
feature. Sales of CLEAN-ALL jumped 800%. RENULAC did even better. 


BETTER PACKAGING 
means BETTER SALES 


OUNDS OBVIOUS, but if it is, why 
S then are there still so many perfectly 
good products in containers which vio- 
late the rules of successful packaging? 

Packaging analysis frequently reveals 
the cause of sales stagnation. 

For more than twenty-five years we 
have been putting countless con- 
tainers to test. In the files of our 


Development Department are numerous 
instances of truly remarkable sales re- 
sults obtained directly through improved 
packaging. 

The facilities of this division of Con- 
tinental are available to any manufac- 
turer who would be sure that his pack- 

aging is right. Simply write, wire 
or phone our nearest sales office. 


CONTINENTAL CAN COMPANY 


SAN FRANCISCO 


OCTOBER, 1934 











INQUIRIES....PLUS 








A clever copywriter can create advertising that will pull inquiries by the 
dozen from almost any group of people. But it takes more than clever copy 
to pull such inquiries as those received by the Surface Products Company. 


To put it in its briefest form... . it takes editorial vigor, and a hand-picked, 
fine-combed circulation to bring in business from over a hundred firms, rating 
over a hundred thousand each, out of a circulation of nine thousand. 


Modern Packaging has that combination of editorial vigor and circulation 
virility. Perhaps that is why it also has over a hundred of the most loyal ad- 
vertisers in all publishing history. 


MODERN PACKAGING 


YOUR KEY TO THE PACKAGING WORLD 
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=SPANGLES 


A GLITTERING NEW PAPER 
SPARKLING WITH BRILLIANTS 


Try this paper on your 
package and see it 
brighten with spangles 
glinting over its surface _ 


Send for swatch or working sheets of 
“Spangles.’ A large assortment of colors 
and finishes available — 


LOUIS DEJONGE & CO! 
71 DUANE STREET, NEW YOR] 


CHICAGO 
PHILADELPHIA BUFFAL 


BOSTO! 

















_The tamper-proof, lock - tight fea- 
tures of this package can't be illus- - 
trated. They will be covered fully 
by U.S. Patents. Interested distillers 
are invited to write immediately for 
samples and. further information. 


A Liquor Package 
100% Proof against 


SUBSTITUTION and 
COUNTERFEITING 


Plere'e a newly developed pack- that will be eagerly welcomed by 


age that, once closed, cannot pos- buyers as protecting them against 


THE 


sibly be opened without destroying 
it beyond all further usefulness. 


A package that, because of its dis- 
tinctive metal-edge construction... 
cannot be successfully imitated. 


A strong, merchandising package 


spurious products masqueradina 
under established brand names, 
and by distillers as a sure defense 


against the chiseler and bootlegger. 


Inquiries are invited also from any 
manufacturers who would benefit 
from a tight-locked container which 
cannot be refilled and which 
defies imitation. Write today! 


NATIONAL METAL EDGE BOX CO. 


334 N. 12th Street 


STRONGEST 


PAPER 


Philadelphia, Pa. 


BOX 


KNOWN 
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JUST AS SURE AS 2+2=4I | 


Zi 















Increased consumption invariably results from increased conve- 
nience in the use of a product; and wise is the manufacturer who 
sees to it that his container possesses maximum convenience in use. 


Illustration below shows a few of the exceedingly convenient clo- 
sures and pouring devices with which R C Cans are equipped. There 
are many others—all tried-and-proven and making good on con- ; 
tainers for free-flowing products of many kinds. 


Note, also, the exceptionally attractive appearance of these con- 
tainers. 





May we discuss ways and means of packaging your product to 
secure maximum effectiveness? 


R. C. CAN CO. 


ST. LOUIS, MO. 








Branch Factories: 


Kansas City 
Rittman, Ohio 














RADIATOR 
CLEANER 


Improves Water Circ ylati 
Prevents Overheating 


CRED 








ls 
MANUFACTURERS OF | 
ROUND, SQUARE, OVAL AND OBLONG PAPER 
AND FIBRE CANS. 
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FOLDING BOXES FOR 
EXACTING REQUIREMENTS 




















EERO MR NTE RE URN camara 


If you use automatic filling machines, the precise workmanship, clean sharp 
edges and accurate scoring of Warnercraft folding boxes will keep packing 
room spoilage and delays at a minimum. And in the precision and nicety 
of their construction Warnercraft boxes meet the most exacting requirements 
of quality packaging. 
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COMPLETE PACKAGING — 

| We are experienced in carrying oh 
a packaging problem through — 
from the creation of an original ee 
merchandising design to the com- — — 
pletion of an economical quality = — 
package, whether of simple con- | — 
struction or striking combination oe 











of hand and machine work for 
unusual display. 




















FOLDING BOXES 
_ FANCY SET-UP BOXES 
DESIGNING SERVICE 
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WORNERCROET 


THE FINEST WORD IN PACKAGING 


THE WARNER BROTHERS COMPANY 
BRIDGEPORT, CONNECTICUT 
200 Madison Ave. - New York - Ashland 4-1195 
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Tea bag of 


Cellophane printed 
and produced by 
Dobeckmun for the 


Dwight Edwards 
Go. 





ul WEAN BY DWIGHT EDWARDS 










BINGS and Printing 


|, DOBECKMUN 


@ Here is an example of transparent 
packaging in its finest form. 


First... the bag, (‘‘Cellophane”’, of 


course,) is printed in yellow and white ... 
an attractive design standing out power- 
fully against the rich, dark background 
formed by the tea. No package could 
have more shelf appeal! 


Secondly.... the ability to SEE the 


contents through the sparkling, clear 
Cellophane gives the package additional 


sales value and meets with the demand 
of the present-day shopper for VISIBILITY 


and PROTECTION. 


For three months after the adoption 
of this package, each month's sales 
DOUBLED over the preceding month; in 
fact it looks as though there will be no 
end to this doubling record! 


Dobeckmun produces plain and print- 
ed transparent bags, printed sheets and 
rolls for many of the country’s leading 
industries. These industries, masters in the 
art of buying, chose Dobeckmun, whose 
years of specialization in the handling 
of Cellophane has made possible the 
quality and service demanded by them. 


In the printing and fabrication of 
Cellophane, there is no substitute for 
experience ... one of Dobeckmun’s most 


important assets. 


Send us samples of your present pack- 
ages for analysis by experts trained in 
the handling of Cellophane alone. With- 
out obligation, we will fit your product to 
Cellophane and submit a sketch for your 
package that will command all possible 
attention. The Dobeckmun Company, 
3301 Monroe Avenue, Cleveland, Ohio. 


DO BE CIRIWION 


AN ORGANIZATION DEVOTED EXCLUSIVELY TO THE PRINT- 
ING AND FABRICATION OF ‘‘CELLOPHANE” + PRINTED SHEETS 
PRINTED ROLL STOCKS + PLAIN AND PRINTED BAGS * CIGAR 
POUCHES + LAMINATED DISPLAY STOCKS 


BRANCH OFFICES: New 
York, 11 W. 42nd St. ; Chicago 
Merchandise Mart; Philadel- 
phia, 1528 Walnut St. ; Boston, 
10 High St. 


REPRESENTATIVES: Bal- 
timore, Dallas, Denver. Detroit, 


Des Moines, Houston, Kansas 
City, Little Rock, Los Angeles, 
Memphis, Minneapolis, Pecria, 
Pittsburgh, Portland (Ore.), 
Omaha, Red Licn (Pa), Salt 
Lake City, San Antonio, San 
Francisco, St. Louis, Syracuse 
and Tampa. 
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(Above) Part of installation of tweloe Chambon 
Automatic Printing Machines at plant of Mono 
















ie... Service Company, Newark, New Jersey. 
inst” (Left) Deli d of one of machines sh 
med abore. Printed. blanks ‘an dete aad oe 
ou. vered ready to use. 
. the 
slear 
onal 
1and 
LITY 
»tion : 2 
ales - 
h; in is 
e no 
Vd] gs a 

a.  90lves Problem of Printing Paper Containers 
and 
ding 
— Mono Service Company make paper containers for packaging ice 
ling cream, cheese, milk, etc. They print these container blanks in their 
. the own plant. Printing, to them, has always been a production prob- 
hem. lem. It is a problem they solved, four years ago, by installing twelve 
n of ‘ large Chambon printing machines. These machines take a roll of 
hie aA paper, feed it through a series of printing units (one for each color) 

Ue and deliver it at the other end, printed, die-cut to size, and ready to 
ack- = make up into finished paper containers. It is as simple, direct, and 
d in continuous an operation as you have ever watched. 
Vith- 
ict to If your printing problem is one of large runs, several colors, or 
Lhe several supplementary operations—or all of these together—then we 
ony, probably can be of some help. Send a brief outline of your problem 
Dhio. to CHAMBON CORPORATION, 917 New York Avenue, Union 

City, New Jersey—or ask us to call. Our Western sales office is 

Nf located at 608 South Dearborn St., Chicago. 
PRINT. 
SHEETS 
CIGAR “ : ; 
ingeles, 
Pecria, 
(Ore.), 
.), Salt 
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CHRISTMAS CUT-OUTS 


. t 
o > display Gift Packages 
es 























‘high spot { stores on windows 
he expense ° 

















Whether youn display for 
or want to co shousand— ov d need to otot 
etting uP SP \ Christ Hi e is the 3” jeverest lot of cut 
outs yOu vet reated by famous art 

ANY QUANT \T —ATL LOWEST PRICES ! 

_—hvge, colorful Santas (3 ” high), with movable orms——in two striking designs: 
sets of clever sma Santas (15" high), also w! ovable ms—one t of six & 
with bags tO hold sma kages ¢ ther 5 range “er to stand on their 
own feet. 

_two sets of s | posters (large $ 7" x22 ” small size 4”) 

_—ingeniovs c \apsible cardbo 7 Christmas tree es—one .. " sw with shelves 

mall ackages, other 42” high. 
__-masks an jig-sOW { Sa ta t 1 give-ow ,—and i\t material with space to 
imprinting Y your message: 
. Write Wire or ‘phon your requirements at once! Samples and 
FIN prices rushed a ‘yeturn mail! 
LITHO E y \N € IN Crea 
G INC. Lith tive 

RAPHERS : hography 


Starr and 
B 
orden Avenues Lone | 
ng sland Cit 
Y, N. Y. 
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It’s Clipless! 


The COLTON \Qf 
CLOSURE | 





No. 17. Automatic Tube 
Filling, Closing and Crimp- 








This modern method of sealing 
and closing collapsible tubes is a 
marked improvement over the old 
method of sealing with clips. 


Note the attractive finish given to 
end of tube by the Colton Crimp- 
ing Machine. Many production 
expenses are eliminated by this 
clipless closure—i. e., cost of clips, 
time required to replenish clip rolls 
—and maintenance expense of 
automatic clipping heads. 


A descriptive folder fully describ- 
ing the Colton Closure sent on re- 
quest. 


ARTHUR COLTON CO. 


2600 East Jefferson Ave. 
DETROIT, MICHIGAN 
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ypeal PLAYS AN IMPORTANT PART IN Ales 


CONTAINER 
@ Displayed above are examples of fine hand-made glassware designed by 
Owens-Illinois. Perhaps you are not interested in these particular items—but 
no manufacturer using glass containers can help but be interested in the 
“—— Owens-Illinois facilities for design. The creative genius behind the articles 
<On shown above can be of service to you in selecting containers for your prod- 
PHARMALEUTIEAL awe ucts—whether they are perfumes, proprietaries, toiletries, cosmetics or phar- 


maceuticals. Take advantage of this hand-made ware for your gift package 
trade. Take advantage also of the complete OnIzed design service. 


OWENS-ILLINOIS GLASS COMPANY e TOLEDO, OHIO 


OWENS - ILLINOIS 
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MATERIALS 
No. 2. 


This is the second of a series of articles whose purpose 
is to make the user of packaging materials better ac- 
quainted with the processes by which they are produced 
and thus to foster their more intelligent purchase and use. 
Subsequent articles will cover the carton, set-up box, 
tube, closure and label industries. The September issue 
of Modern Packaging initiated the series with an article 
on Glazed and Fancy Papers. 


THE 


We are indebted to the Owens-Illinois Glass Company 
for permission to use photographs and drawings which 
are reproduced herein; to Fortune for permission to 
reproduce the diagramatic sketch of the automatic 
bottle machine; to glass manufacturers too numerous to 
mention for data and advice. To readers of Modern 
Packaging and visitors to the Permanent Packaging 
Exhibit, we are likewise indebted for questions—hundreds 
of questions—-which, through the years, have taught us 
a few of the things that trouble the glass purchaser. 
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Glass Containers 


ACK in the ’70s, so the story goes, when a 

West Virginian thumped his chest, preliminary 

to a fight, the people for thirty miles around 

hopped into their wagons and whipped it up 
in the direction of the thunder. They usually saw a 
good fight, too. For the glass-blowers were sturdy 
people, with mighty, matted muscles, hearts of steel 
and chests as large and as strong as oaken kegs. At 
any rate, so the story goes. 


There are still some glass-blowers, working on expen- 
sive bottles, usually used for perfumes. But the vast 
majority of this sturdy tribe has long since vanished, 
leaving behind them only an endless series of stories 
of big-chested prowess that rival the legends of Paul 
Bunyan. For today, most glass containers are made 
by a machine which outdoes the dial-phone in intelli- 
gence, and outblows the human lung by a ratio of 
better than five hundred to one. 
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TRAVELING MIXER 
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Yet, complicated though the machine may be, the 
essentials of the bottle making process are still as 
simple as they have been through all the ages. Briefly 
(and therefore, inaccurately), all you have to do to 
make a bottle is to take some sand, some lime and some 
soda, melt the lot together under a temperature of 
about twenty-seven hundred degrees, take a blob of 
the resulting fluid and blow it into a bubble whose 
contour is controlled by the walls of a mold. Cool it 
a trifle, take off your mold, cool the bottle slowly, 
and there you are. 

It sounds simple, doesn’t it? 

Yet there are less than fifty important bottle manu- 
facturers in the country, with a dozen of these con- 
trolling probably ninety per cent of the business and 
two of this dozen controlling substantially more than 
half the industry's production capacity. 

Check this against the many independents in the 
field thirty and forty years ago, and one becomes 
aware of the fact that glass container manufacture is 
Big Business, that the only really small firms left are 
the specialists, making some particular type of item, 
and that even the smaller of the real factors in the 
field are large corporations. 

The reason behind all this is the bottle blowing 
machine. And with this machine this article must deal, 
though (as stated before) certain specialties, notably 
perfume bottles of certain types, are, and in all 
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probability will continue to be, blown by hand. 

Follow, then, the chart which begins on the pre- 
ceding page. You will notice that there are four 
principal ingredients. First, the pure silica sand, a 
white sand free from the clay and iron found in the 
more common building and beach varieties. Second, 
lime, which like silica is plentiful and reasonably in 
expensive. Third, soda ash. Fourth, crushed glass, 
which is really a combination of the first three. 

These are weighed and mixed thoroughly in what is 
known as a batch car—in reality a traveling revolving 
barrel which mixes the batch as it moves toward the 
so-called batch hoppers. 

Into these it drops the now thoroughly mixed in- 
gredients and from these they are dropped, through 
what is known as the ‘‘dog-house”’ feeder, into the oven 
proper. Here, in a furnace constructed of specially 
burned clay bricks, a flame of 2600 to 2700 deg. plays 
upon the mixture from above, fusing the raw materials 
into glass. As they melt, the pure glass slowly sinks 
to the bottom of the furnace and is easily separated 
from the impurities by passing through a ‘throat’ 
into another chamber where, at about 2000 deg., it 
awaits withdrawal to the blowing machines. 

To provide a contact between this molten mass and 
the molds of the machine, a revolving pot (its major 
portion under cover in the interest of temperature 
control) is placed at the far end of this chamber, pro- 
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TOP VIEW OF 15-ARM 
MACHINE 
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viding just enough of its surface to the open space 
beyond to permit of the machine reaching in momen- 
tarily to obtain a blob of molten glass. The passage 
from batch car to revolving pot entails a period of 
between two to three days. But the process is a con- 
tinuous one, more batches being added as the glass is 
withdrawn at the finishing end. To understand the 
working of the bottle-blowing machine, refer to the 
diagram on page 36. 

Refer also to the picture of the machine itself (page 
thirty-seven) and you will understand one reason why 
glass is Big Business. Machines such as this are entirely 
automatic—requiring only two tenders, who see that 
the machine keeps working but who have nothing to 
do with the blowing of the bottles. A good day’s 
average production for such a machine (on, let us say, 
beer bottles) is an even hundred thousand. Since a 
week’s work involves seven twenty-four hour runs, 
theoretical capacity would be seven hundred thousand 
a week. Actually, the figure is somewhat less, because 
of time out for change-overs and repairs. You seldom 
have call for a full week’s production on any single 
bottle except in such exceptional instances as that 
caused by the legalization of beer and liquor. 

As the bottles leave the machine, they are inspected 
and pass off to the cooling or annealing ovens called 
lehrs. These are traveling belts passing slowly from 
high temperature to low temperature sections of the 
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oven and thus freeing the glass from the strains that 
would arise under too rapid cooling conditions. A 
final inspection and the bottles are ready for shipment. 

As one may see, the process is simple; the heart of 
the process complicated. So complicated, in fact, is 
the machine that it costs from forty to fifty thousand 
dollars. So speedy, however, that it produces more 
than its cost in bottles with two or three weeks of 
running time. 

At a glance it would seem that even a single machine 
could flood the market and throw itself out of work. 
But remember that bottle production as accounted for 
by one producer (Owens-Illinois) for just a single 
industry, beer, amounted to 850,000,000 during 1933, 
decreased to about a third of that sum for 1934 and 
promises a continuing large number for succeeding 
years. Remember, also, that beer making is one of 
the few return-bottle industries—that liquor, drug, 
cosmetic, and food bottles are seldom returned, often 
deliberately destroyed. Glass, we repeat, is Big 
Business. 

Now then, glass being Big Business, how does that 
affect the packager? You first feel its effect when you 
start in business. Having devised a product, you dis- 
cover yourself in need of a bottle. Immediately you 
are confronted with the question, ‘‘Stock mold or 
private mold?” And this, you soon discover, is a very 
important question indeed! 
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LEHR (TEMPERING OVEN) 
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Machine prepares 
to start new bottle 
by substituting blow 
slide for plunger- 


tip, while blank | 


mould closes. 
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See drawing L. 
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BLANK MOULD SUCKING GLASS. 









The ‘Batch Car”’ receives the raw materials from the overhead storage 
bins. Each is accurately weighed by the automatic scales. As 
the car travels along the track, the drum revolves and thoroughly 
mixes the sand, soda and lime. 


Automatic machines, such as that on the opposite page, having from 
10 to 15 arms each with a corresponding ‘‘blank’’ and ‘“‘finishing”’ 
mold. The “‘blank’’ mold passes over the revolving pot, dips down 
into the molten glass and sucks up its “charge” into the mold cavity. 
As the machine revolves the “‘blank’’ mold parts and the “‘finishing’’ 
i mold closes around the slug of glass. Application of air through the 
neck opening completes the blowing of the bottle. 
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Finishing mould 
Eb rises to take place 
of blank mould. 


Avir blows into finishing Ce ») ew Finishing mould doses 
mould, (See drawing M). G “_—- on hanging “blank” of glass. 


_——————— | 
BLOWING INTO FINISHING MOULD. 


Mould starts to 
spread open, leav- 
ing mass of soft 


glass hanging from 


SSS 


On the next revolu- 
tion the bottle 


. Ws be discharg- 


rm ona lower 
level. 
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Blank mould \ 
fully spread. 
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In this diagram, the large round figure 

represents a bird’s eye view of the 

bottle-making machine. Start at point j t 

A and follow the progress of the ; I 

bottle—from molten glass to anneal- y 

ing oven—in a revolution and a quar- r 

ter of the machine. Note carefully t 

the smaller drawings. . . detailing the : 

operation of the Blank and the Fin- 

ishing molds. 
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The answer you find lies in the quantity you plan to 
use in a given period, for molds are expensive. You 
probably find that the entire problem solves itself when 
your bottle man shows you his collection of stock 
molds. These today are so varied, so well designed, 
that most products fit readily into the confines of some 
one among the literally hundreds which the various 
manufacturers have available. 

If no stock bottle meets your requirements, your 
bottle plant will make molds for you, either charging 
you for the molds or passing the cost on through the 
run. If you have your own designs be prepared for 
slight modifications necessary to make these designs 
practical from a production standpoint. While the 
machine can do almost anything except turn a hand- 
spring, it can do some things better or faster than 
others—and it is well to listen to the advice of experts 
here. You will find that you save money for years to 
come if you do. 

Remember, when planning your bottle, that glass 
can be molded into a wide variety of decorative sur- 
faces. You can rib or corrugate the sides of your 
bottle to get a firm grip or for decorative purposes. 
You can have raised or indented lettering on the body, 








neck or bottom of your bottle or jar. You can have, 
for cases in which transparency is not needed or 
definitely undesirable, a frosted effect applied to all or 
any portion of the jar. You can specify a wide range 
of colors, ranging from the clear flint, the plain trans- 
parent glass most widely used, through emerald green, 
light green, amber and on to a deep rich blue. Some 
firms specialize in the manufacture of one or another 
of the types of colored glass. Others make many 
types according to their orders. 

If the quantity of your order is small, or if you re- 
quire a color not obtainable in the glass itself, you may 
have your jars or bottles colored after manufacture. 
Here an almost unlimited variety of full colors, pastels 
and combinations are available and, while the process 
has not come into extremely wide use, it offers many 
possibilities to manufacturers, particularly those in the 
cosmetic field. 

Another innovation, recently perfected, involves the 
application of labels or lettering direct to the glass, 


Close-up view of the contact between machine and the furnace’s 
molten glass in the revolving pot. Here the machine’s arms dip in for 
the required amount of glass to blow a bottle. 
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Bottles arriving at the “‘cold’’ end of the annealing lehr. From the 
machines the bottles are loaded at the “‘hot’ end of the lehr and 
travel slowly on‘an endless belt. The heat electrically controlled is 
gradually reduced to room temperature—a process necessary to give 
glass proper strength. The Lehr process makes certain that the entire 
bottle, both inside and outside, cools at a uniform rate. At this end 
of the lehr the ware is inspected for small flaws, shape deformations 
and slight cracks, which may arise during the time the bottle is being 
shaped, and then packed in shipping cartons. 


MODERN PACKAGING 


in which the color is baked into the glass itself, be- 
coming a practically indestructible part thereof. For 
re-use bottles, such as those used for milk as well as 
those containers that will undergo severe usage in the 
hesue, this process offers advantages well worth in- 
vestigation. 

Remember, in planning your bottle, that the bottle 
itself seldom forms a complete package. For purposes 
of economy it must be coordinated in advance with the 
shape and size of the closure, the label and the outer 
wrap or container. Failure to do so may involve you in 
expensive private molds for closures, may show up your 
labeling process at great expense and may greatly in- 
crease the cost of packing. No glass designer worth his 
salt will, for instance, permit you to order a handle 
which extends so far out as to require a larger size 
compartment than would be required by the ordinary 
bottle itself—unless special needs compensate for the 
extra packing expense involved. 

In planning your jar or bottle, it is well to consult 
with the specifications of the Glass Container Associa- 
tion. It is within these specifications that glass manu- 
facturers work. Thus, specified tolerances are allowed 
for capacity ranging from plus or minus one-thirty- 
second of an ounce on a half-ounce vial to a full ounce 
on jars over sixty-four ounces in capacity. GCA speci- 
fications cover the wide range of neck finishes necessary 
to fit the standard types of closures, which in turn are 
manufactured within the limits set by this association. 
Thus any standard seal or closure has, as its counter- 
part, a standard ‘‘finish”’ of bottle neck. 

Finally, one word of advice to those who require 
private mold jars or bottles. The question of choosing 
a designer will undoubtedly arise. Perhaps you will 
desire to have the same hand that controls the design of 
your labels, cartons and wraps, likewise control your 
bottle design. If such be the case, make certain 
that your designer works, from beginning to end, in 
close relationship with the glass manufacturer. He 
will thus save not only on original mold costs and by the 
simplification of design, but will also lay a foundation 
for a continued saving with every run of jars or bottles 
you order through the years to come. 

You may, on the other hand, prefer to work directly 
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with the glass manufacturer's designing department. If 
such is the case, remember that, while these gentlemen 
possess all technical qualifications, it is up to you to see 
that they understand thoroughly all the factors of 
manufacture and market and sales conditions under 
which you will work. So that, beyond producing a 
technically perfect bottle, they will also produce a 
bottle which is perfect from consumer, dealer and proc- 
essing points of view. 

Prime essential in planning for glass packages: Work 
closely with your source of supply; remember that 
the bottle is the least flexible part of your package 
once your molds are made; go slow—and start off 
in the right direction. 


THE MORE COMMON BOTILE TYPES 


The photos on this and the page opposite illustrate the thirty-one 
most common types of bottle—those in which ninety per cent of 
all bottle production is concentrated. On the opposite page are 
shown (from left to right); A gallon packer, a water bottle, a 
food jar, a preserve jar and the garden variety milk bottle. Below 
we have (first row); mustard, mayonnaise, creain, medicine, prescrip- 
tion, polish, atomizer and perfume containers; (second row), soda, 
sauce, cherry, extract, miscellaneous proprietary, horseradish and 
toilet water bottle; (third row), grape juice, vinegar, catsup, beer, 
porter and ale bottles; (last row), coffee, chili sauce, mason jar, 
honey and miscellaneous food containers. All five illustrations are 


from the Packaging Catalog, 1934 edition 
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TOWARD SOPHISTICATION 








IN CANDY PACKAGES 


Current trends in fashion, architecture and industrial design are toward elegance and simplicity, expressed 

in a sophisticated manner. The trends in candy packaging are similar to these general trends, with one 

reservation: 4 great deal of packaging of lower-priced candies is still being done in admittedly poor taste— 

to meet the wishes of the lower-priced candy buyers, it is believed. Candy manufacturers, it would seem, 

divide the public into two great groups, of good and bad taste, respectively, separated from each other by a 
price-mark somewhere around a dollar. 


been given, as well as spoken, by a lover 

to his lass. Not the least of these has 

been candy, in one form or another. 
Hence the candy industry led the way for much of the 
gift field in its use of handsome gift wrappings. Candy, 
it was assumed, was a luxury. Like jewels, it should 
be presented in a case or chest giving some idea of its 
value. But unlike jewels, it was usually left in that 
case until the last piece was consumed. And, unlike 
jewels, it was nearly always enjoyed by more than 
one person; hence the box was apt to be left in a living 
room of a house or in some other place where many 


Jrom time immemorial, sweet things have 
a 


persons would see and open the package. And,. un- 
like jewels, candy being somewhat sticky or making 
the fingers sticky occasionally, could hardly be packed 
in a precious metal box. The box, however, was fre- 
quently used by the recipient to store handkerchiefs or 
small gadgets and thus was kept by the recipient long 
after the candy was gone. 

These two things—the fact that candy was most often 
a gift and was seldom purchased in bulk for immediate 
consumption, and the fact that the box was frequently 


This selection of Whitman's in- 
cludes the Fairhill and Fruits and 
Nuts packages, both in excellent 
taste and using extension edge 
type boxes; the Glamour chest, 
in light orchid with silver label 
and edging, and Loveliness, in a 
hinged-cover metal container 
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heid over for use after its contents were gone—have 
wielded a great influence on the candy box industry in 
the past. 

Today the utilitarian value of the package is prac- 
tically treading on the heels of the eye appeal it pre- 
sents. The utilitarian packages in which everything 
from cheeses to suspenders are presented have been 
so welcomed by consumers that candy manufacturers 
have taken to simplifying traditional wrappings in handy 
cases, to put the same investment into a package with 
utility after the product is consumed. Naturally, 
the more useful box is frequently simpler and more 
sophisticated. 

Sophistication in clothes may be expressed by means 
of rich fabrics, for dress wear, or by means of rough or 
admittedly informal fabrics, like tweeds, for country 
wear. Yet the sophistication is there always—ex- 
pressed in the simplicity of line, careful selection of 
ornament, careful attention to the effect of the entire 
ensemble. Similarly, sophistication in architecture 
whether for city or for country house, or for living 
room and for den in any one house—is expressed in the 
elimination of fussy details and the careful combina- 
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Schraffts’ Gold Chest is a splendid example of 
the use of embossed metal paper design. The 
Dresden and Daisies packages are likewise attrac- 
tive—one carries a floral cretonne pattern, the 
other a lithographed flower motif, as coverings 


tion of the right trimmings or accessories with the 
proper background. 

It is almost surprising how truly the candy packaging 
field follows these two kinds of sophisticated dress. 
The most successful packages—with all due regard 
to price class, of course—are observed to be those of 
either the rich, yet plain metal fabrics or metals, or 
such quieter fabrics as wood or suede. 

Candy, unlike most foods, of course, comes in the 
gift class rather than in the essential-of-existence class. 
Like perfume, it is usually placed in a container in 
which it will remain until the contents are gone and, 
for that reason, more attention is necessarily paid to 
the container than in the case of something in use 
merely during delivery. 

Metals, increasingly popular for items of the table 
service since the new designs took hold for table service 
in copper, brass and chromium, and _ increasingly 
popular for furniture since the development of chro- 
mium rod chairs and metal fixtures for indirect lighting, 
have come to stay in candy boxes. Two manu- 
facturers—Huyler and Haan—announce that their 
forthcoming box designs will be in metallic papers. 
Others are looking in that direction, but have made 
no announcement to that effect. 

Among the more effective boxes for the moderately 
high price class are three indicated in accompany- 
ing illustrations. The first, Schrafft’s Mazarin Chest, 
in dull gold paper, embossed in all-over design, has been 
only recently available in the two- and three-pound 
sizes. The original design, copied from the original 
carved gold Mazarin jewel chest in the Louvre (which 























was given by Cardinal Mazarin to Queen Anne of 
Austria, who became Queen of France and the mother 
of Louis XIV) carries on the tradition of elegance of 


Renaissance carving and sculpture. The all-over 
embossed pattern on the one-pound size is identical on 
the larger sizes, but is expanded to fit the size of the 
larger package by the addition of plain-surfaced corner 
sections of the metal. The box is tied with dull gold 
ribbon. Its proportions are in good taste, the shape 
rectangular, the cover removable and fitting close down 
over a small collar, and the whole acceptable as a 
jewel box or as a container for handkerchiefs or for 
other objects, long after the candy has been eaten. 

Another box in dull gold paper (Louis Sherry) is more 
ornate. It has beveled edges over which the cover 
paper is folded at an angle of 45 deg. back to the edge 
of the cover, on both the top and the bottom of the 
box, with a part of the collar visible in a contrasting 
color between the two. Thus an interesting color 
pattern—giving the effect of a band of color between 
two wedge-shaped pieces of another color—is worked 
out. This box, in gold, with an apple-green collar (or 
shoulder) and with the tri-foil monogram of the 
letters ‘‘L’”’ and “‘S” in lavender and green, respectively, 
on the cover, is extremely smart. The inside of the 
cover is lined with the same light crab-apple green 
glazed paper as forms the covering of the collar, and 
the sections of the inside candy compartments are 
likewise piped with the green. The same box, obtain- 
able in silver paper with the monogram in scarlet and 
royal blue, and with the collar and lining in th oyal 
blue, is very French in effect, and extremely moaern. 


This group from Haan’s shows an interesting range in 
materials. At top, hinged-top metal chest in black, green 


and gold; next below, solid wood box with removable 
cover and endorsed metal label, and at bottom, wood grain 


paper box with embossed gold paper edging 
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The third type of extremely effective box, using the 
metallic paper as ornament and carrying out the chest 
form, is the Whitman Glamour Chest, extremely suave 
and beautifully designed. The all-over color is a light 
orchid; the paper a fine twill effect; the binding of 
the hinged cover plain silver paper; the label silver, 
oblong, placed in the lower right hand corner of the 
cover as a balance for the bow of silver cord which is 
placed in the upper left hand corner of the cover, and 
are fully held in place by the transparent cellulose 
wrap. A single oblong piece of the plain silver paper, 
placed vertically against the front side of the box, 
simulates a lock. There is no printing except on the 
label, which carries the familiar ‘“Whitman’s”’ followed 
by the word ‘‘Chocolates’’ in a vertical script, sepa- 
rated by five fine lines from the name ‘“‘Glarnour’’ in 
heavy shaded vertical type. 

Quite different from the treatment of metallic papers 
is the treatment of metal for candy boxes. The tin 
candy box, in circular or oblong form, seems to be 
popular around the $1.50-$2.00 per pound price 
range. Most successful of the popular brands is the 
Louis Sherry metal hinged-top chest box, in the familiar 
dull lavender finish, richly patterned, with an oval 
motif surrounding the name of Louis Sherry in the 
center of the cover. The printing is primarily in black 
and gold; the wrap, outside the box, consists of match- 
ing purple ribbon and transparent cellulose. 

A similar hinged-top chest box, in a more startling 
and in some wavs a more effective color combination, 
is put out by the R. M. Haan Candy Company, in 
tree green, black and gold. There is no statement 
of the name of the manufacturer on the cover of the box, 
and after the transparent wrapping with the gold 
“Haan” seal is removed, the box may well be used on a 
buffet or on a dresser to hold various gadgets. 

Huyler’s, on the other hand, uses not an oblong, but a 


% The Beau Monde package 
of Novia chocolates uses the 
padded-top, extension edge box. 
The upper Louis Sherry box 
shown is in dull lavender with 
embossed gold edging, deco- 
ration and lettering; the lower 
in silver foil, beveled edge, and 
monogram in red and blue 
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circular metal box, about five inches in diameter, for the 
one-pound, and nine inches for the two-pound. This 
box lacks the richness of the black and gold trim in 
each of the metal boxes just named; but has a clean, 
modern appearance due to the fact that the background 
is ivory, with silver and black printing on the narrow 
bands of color used as trimming, and with black, tur- 
quoise and blue printing of the small round decorative 
motif placed to one side of the center. Around the 
box is tied a brilliant turquoise ribbon, held in place by 
the all-over transparent wrap. In the words of an 
official of the company, ‘“‘We believe there is a strong 
sales appeal in the striking contrast of refined colors 
expressed in a simple design.” 

But what about paper boxes—paper which is not 
metallic? In a recent survey, Lockhart International 
found fashions in boxes followed those evident in 
textile fashions in clothes. 

Satisfying sales are rewarding Maillard for the 
introduction of the new Suede Chest, in two tones of 
brown, the lighter being used for the bevel-edged cover 
which fits down over the neck of the box and forms a 
nice contrast with the walnut brown suede which forms 
the body of the box. No printing is used on the suede 
at all. But on the brown silk ribbon which ties over 
the top is a black and gold Maillard seal, and on the 
ends of the box, nicely contrasted against the dark 
brown, are two similar oval Maillard seals, holding the 
transparent cellulose wrapper in place. The utility 
value of a box of this kind is so high that many a person 
will wish to have the candy as much because of the 
smart, inconspicuous package as because of the superior 
chocolates it contains. 

Suede, however, has not yet come into vogue, partly 
because it is expensive and can only be used on the 
higher priced candies, and partly because it has a tend- 
ency to mark and show rubbing unless wrapped. 
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Another new fabric, paper simulating wood, has 
been put into use by R. M. Haan with surprising sales 
results. The $1.00 a pound box, made of this paper, 
in a compact chest size, so greatly resembles the 
famous $2.00 a pound actual wood box of the same 
manufacturer that the purchaser of the less expensive 
box forms a definite association with this distinctive 
box type and with the wood as box material. 

Paper simulating textiles is old news. The famous 
Whitman Sampler box, with the linen finish and the 
embossed cross-stitch paper (said to be the ‘most 
popular box in America’); the familiar Schrafft 
Dresden package, in paper printed in a dainty small 
floral cretonne pattern in rose and green on an ivory 
background, and tied with bright rose colored ribbon; 
the Whitman Fairhill package, of fine linen texture 
contrasting with chocolate brown and gold crest and 
trade mark, are examples. 

Paper simulating leather has been used by a variety 
of manufacturers. Maillard uses a kid-finish cream 
colored imitation leather, with red corners and center 
monogram for its Little Chocolates, suggesting a book 
with scarlet binding. 

Looking over the field, one is moved to make one 
observation, at least, in favor of more careful relation 
of packaging with advertising, and a suggestion that 
there be more definite association of a particular pack- 
age with the firm name in the mind of the public. 
In the case of a manufacturer who makes many kinds 
of candy, and who changes package design when it is 
advantageous, there is no one package associated with 
the trade name in the customer’s mind. To us, it 
would seem better salesmanship to follow the example 
of Sherry and Haan, who not only have established 
one single package in the field (Sherry having the 
familiar tin hinge-top chest, in purple, printed in black 
and gold, and Haan the distinctive wooden box, of 
compact, removable top, flat chest style) but have in 
each case issued a similar type of box in less expensive 
materials for the lower price range. 

Yet, on the whole, one would say that the canons of 
good taste affecting re-packaging projects in such or- 
ganizations for the lower price classes as Montgomery 
Ward and even Woolworth will eventually work to- 
ward the improvement of candy package design in the 
lower price groups also. Then there will be fewer 
garishly colored, brilliantly painted floral and fruit 
packages than there are now, with even better sales 
appeal than the present cheaper packages which try to 
“give the public what it wants.” Then a manu- 
facturer of quality candies, like Schrafft’s, will not feel it 
needs to issue a package like its new ‘Movie Star” 
package, even for the 60-cent trade. Macy’s, so far 
as we know, has not deviated from packages in good 
taste even for the lower price classes; and Macy’s 
merchandising success is, so far at least, proverbial. 
Perhaps the same policy may be carried out in the 
candy field. After all, as long as time goes on, the 
psychology of imitation—the girl on 14th Street copying 
the dress of the lady on Park Avenue—is still effective 






















































% Maillards’ Little Chocolates are presented in a ‘‘book’’ package. 

Shown also is this company’s Velour Chest, in two tones of brown 

suede paper with black and gold foil label. Johnston’s Chocolate 

Bazar in a round, gaily decorated metal container. ‘‘About The 

Town,” also by Johnston, uses dull silver paper with black decora- 
tion and lettering 





% Below: A group from Huylers. Petite Delicia in a white stippled 

paper with gold edging and black and gold seal. The Jewels box 

in gold and many colors, embossed, and the Ivory Box—a round 
metal container with black and grey design and lettering 
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Deowtioy, no less, is rife at half a dozen 

different spots in the field of Governmental 

~N regulation of packaging and packages. It 

has all come about so quickly and so quietly 

that, even within packaging circles, there has been no 

general realization of what is happening. Oh, yes, 
packagers and package sup- 
pliers have been conscious 


PACKAGE 
IDENTIFICATION AND 


PROTECTIWGSa 
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false-bottom boxes, push-up glass containers, window 
cartons with ‘‘windows’’ not of the full height of the 
package, etc. Now, with a simple twist of the wrist, 
the way is opened, via administrative mandate, to lay 
the ghost of slack packaging. 

The slack-pack prohibition amendment has_ been 
deftly tied to the schedules 
of grade standards which are 

Sey being promulgated, for one 





enough of the new influences = ee 


which have come into play 
in consequence of the NRA 
Code system. But, actually, | 
that is only one phase of the 
many-sided program for ex- | 
tended and tightened Federal 
control of packaging. 

The keynote to what is 
taking place—the common 
motive which knits together 
what looks like separate and 
detached projects—is found 
in a plot to “reform” pack- 
aging practice by hitch-hiking 





Reform of packaging practice is being 
sought by the administrative branch of | 
the Government—already rules that 
| stipulate food containers and labels 
have been promulgated. Similarly 
circumscribed are the new regulations 
for liquor packages. 
well-Copeland Bill or its substitute is 
far from being a dead issue. Tenta- 
tive regulations have been mapped 
out for the packaging of fish—Editor. | 


line of canned goods after 
another, by the Bureau of 
Agricultural Economics. And 
this bureau, through its co- 
operation with the Consumers 
| Counsel of the AAA, has en 
| listed the support of the allied 
forces behind the drive for 
literal labeling, to which the 
A & P and so many other 
grocery chains have already 
acquiesced. 

Here’s how the plan works. 
| The Bureau of Agricultural 


And the Tug- 








the New Deal. The essence 
of the strategy is a scheme to 
accomplish, via the executive 
or administrative branch of the Government, that 
disciplining of packaging which has been denied by 
the legislative branch. No need to remind package 
users and package makers of the static conditions of 
yesterday. One Congress after another neglected or 
flatly refused to meddle. The deadlock was well 
exampled by the hands-off policy of the national 
lawmakers in respect to what has been loosely referred 
to as “deceptive” packaging, albeit, in many instances 
there has been no intention to deceive. 

Skimp or deceptive packages, oddly enough, are 
affording one of the best illustrations of the latter day 
strategy at Washington, which seeks to obtain by the 
short cut of executive mandate, that which could 
never be secured by legislation. Session after session, 


succeeding Congresses have ignored the pleas of the 
U. S. Department of Agriculture for an amendment to 
the pure food law that would outlaw, as ‘‘misbranded,”’ 
underfilled or ‘‘deceptive’’ packages—panel bottles, 
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— == Economics lays down pack- 


aging rules as prerequisites to 

the grant of official grades 
(U. S. Grades A, Band C). For example, it is stipu- 
lated that containers must be sound and clean, free 
from rust and dents; that labels shall be clean and 
securely affixed; etc. Incidentally, there is censorship 
of “‘fill of container.’’ And, in the event of short- 
comings on this score, the certificate-of-grade must 
bear the legend “Below U. S. Standard—Slack Fill.” 
The theory is, of course, that no competitive food 
package could stand the stigma of such a confession, 
even though the package bore a frank statement of the 
actual measure of the contents in terms of weight. 
measure or count. 

Spirits packaging affords, just at the moment, another 
illuminating example of what can be done to shake up 
packaging procedure without obtaining specific instruc- 
tions from Congress. New regulations for the identi- 
fication and labeling of distilled spirits go into effect 
Nov. 1 and thereby hangs our tale. Actually, the 
new rules are already in effect, (Continued on page 9.) 
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Both labels made from one piece of art work suffice for Goodrich Belt Dressing and Tire Paint. Photos by R. H. Griffiths 


$35,000 ANNUAL 


LTHOUGH the executives of many companies 
4 do not realize it, the packaging and shipping 
costs of an article can mean the difference 
between profit and loss. Particularly is this 


true today when common denomina- 
tors in the form of industrial codes tend 
to regulate major cost factors. Any 
company will find it profitable to inves- 
tigate the possibilities of savings de- 
rived from the redesign of display 
packages and shipping units or from an 
analysis of the methods of handling 
stocks of these materials. In the Me- 
chanical Rubber Goods Division alone, 
the B. F. Goodrich Company has real- 
ized savings of over $100,000.00 during 
the last three years, through a scien- 
tific study of packaging, shipping and 
related problems. 

In some companies, the packaging 
and shipping material and labor costs 
reach the astounding figure of twenty- 
five per cent of the selling price. This 
may not be an unreasonable figure 
where the display package is designed 
for reuse, like the molded plastic pack- 
ages, where the customer purchases the 
article for the use of the package as 


SAVINGS 





John W. Lamey, the author of this 
article, is package engineer for the 
Mechanical Rubber Goods Division 
of the B. F. Goodrich Company. In 
his story of the substantial savings 
made in the packaging operations of 
his division, Mr. Lamey emphasizes 
several methods of procedure which 
can be similarly adopted by other 
manufacturers 


BY REDESIGNING 
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much as for the article itself. We shall not discuss the 
pros and cons of the reuse container, however, but 
rather concentrate on the methods of effecting savings 
from the redesign of package or shipping units. 


At Goodrich the package engineer is 
the coordinating factor between the 
artist, the printer or box maker, the 
production department, the shipping 
room and the customer. Naturally his 
functions cover a wide range of ac- 
tivity. Sometimes the artist’s design 
may be too expensive and difficult for 
the printer to produce or the artist may 
enthuse over an intricately designed 
display package that would require 
excessive labor in the packaging de- 
partment, or one which would require 
almost a mail order course to enable 
the retailer to set it up. 

A package, to be economical, must 
fill and handle with the minimum of 
time and motion in the production de- 
partment. In transit, it must travel 
safely and economically. At the retail 
counter, it must display the article 
effectively and stack easily. And in 
the home, it must be convenient. It 
is quite a task to design a package, the 
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original cost of which will not be excessive and which 
has all of the characteristics to be found in any success- 
fully designed package. 

The old method of package design was to call in 
several suppliers of the type of package desired, either 
display or shipping, and give the work of design and 
producing to the lowest bidder. At the time Goodrich 
decided to employ a packaging engineer, over seventy- 
five per cent of the packages in use were costing from 
twenty to seventy per cent more than they should. 
Corrugated shipping cases of 275-lb. test were being 
used for 20 lbs. of material, the caliper of board used 
in display boxes was double that required, wood boxes 
were being used for shipments of 40 and 50 Ibs. and 
many other extravagances, too numerous to mention, 
were being practiced. 

This company lays much stress on the importance 
of economy in packaging and shipping operations. The 
package engineer must therefore be motion-minded 
in order to design the package or shipping unit that is 
most economical from the labor standpoint, and he 
must also know to what class of trade the article will 
be presented. In case of doubt he can contact the 
efficiency department for the labor summary or the 
sales and sales promotion departments for any retail 
information that may be required. 

A savings in time and a greater efficiency in handling 
orders for display boxes, corrugated cases and all ma- 
terial used in packaging and shipping is effected through 
use of purchase specifications. These greatly facilitate 
purchasing and permit solicitation from a much wider 
field of suppliers, with full assurance that the material, 
when received, will be exactly what is required. Each 
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Window display which features Goodrich Maxecon 
Garden Hose in its characteristic package 










specification covers in detail the size, con- 
struction, colors, material used, method of 
packing, testing, inspection and rejections. 

Detailed packaging, labeling, marking and 
shipping instructions are established on all 
manufacturing specifications and the same 
numbers that are assigned the material on the 
purchase specifications are used in these 
packing instructions. Where the quantity on 
each individual order varies to such a degree 
that it is impossible to maintain a definite 
unit package, the general method of packing 
is prescribed and the amount of the order and 
the class of trade to which it is sold decides the 
type of container to use. Thus a standard 
method for every shipment is assured and the 
cost division is enabled to establish accurate 
costs of both packaging and shipping material 
andlabor. This isa very important consider- 
ation in a company such as ours which manu- 
factures some thirty thousand different rub- 
ber products. 

The production control department, in ad- 
dition to maintaining a level production sched- 
ule in the factory, also forecasts to the warehouse 
division the number of individual boxes, labels and 
shipping containers required each month. This system 
assures a constant supply of containers without carry- 
ing an excessive inventory. 

The first hurdle in the design of a package is the art 
work, the cost of which can be kept to the very mini- 
mum by standardization of package and label design, 
both as to shape and colors. The same piece of art 
work may be used in making the zinc etchings or half- 
tones for labels on many different products by merely 
stripping in the name of the product. The ap- 
plication of this principle is shown in the reproduc- 
tion of art work used in making zinc etchings for 





Mending and Electric Tape—a new product—appears in a new 
package, and a display that illustrates the product’s uses 
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Old and new in fibre containers, as used for Goodrich 
Cutless Bearings 


Goodrich Liquid Belt Dressing and Goodrich 
Aristocrat Tire Paint. Other illustrations 
show the finished labels applied to the cans. 
Although it has the appearance of a four- 
color job, only three colors are used, the light 
upper portion being a screen of the dark blue 
used in the lower portion. The use of screens 
and overprints will lower the plate and print- 
ing costs and yet allow the use of a multicolor 
package. The new Goodrich Mending and 
Electric Tape package is another good ex- 
ample of the use of screen plates to give the 
appearance of another color. This package 
was designed by Roy Griffiths, art director of 
the Goodrich company, who was one of the 
first artists to advocate the use of photographs 
in place of line drawings on display packages. 
In Mr. Griffith’s hands rests responsibility for 
the design and layout of ali art work used in 
connection with Goodrich packages. 

In the one-piece knock-down type of pack- 
age many companies are using board of a thick- 
ness far greater than that required. Each 
individual package of this type should be 
thoroughly analyzed, the weight of the material con- 
sidered and the caliper of board cut to the minimum. 
Goodrich changed the type of board used in making 
Fan Belt Folders from .030 caliper white patent 
coated to .028 bleached manila with resultant sav- 
ings of over $500 per year. The caliper of board used 
in making boxes for one pair of rubber heels was 
changed from .024 to .020 with an annual saving of 
nearly $3000. Neither of these changes affected sales 
because they did not detract from the appearance of the 
package. When thinking of dimensions, .004 in. seems 
microscopic yet it was costing this company thousands 
of dollars each year. Savings derived from using lighter 
weight board are not confined to the individual package 





Old and new style rubber tubing and channel shelf boxes. Note 
the metal reinforcement on edges of the new box 
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alone, but can be applied also to the display carton. 

In some cases changes have been made in the con- 
struction of the display carton. A two-piece paper- 
covered telescope box was changed to a one-piece 
special design box that could be set up by hand in the 
production department. This change did not detract 
one iota from the display value of the carton and con- 
tributed a saving of forty per cent in the cost. Also it 
saved considerable floor space. Where one thousand 
set-up boxes were stored, forty thousand of the new 
type could be taken care of. 

The two-piece, full-telescope shelf box used by Good- 
rich for rubber tubing, channel, packing and miscel- 
laneous molded goods was an expensive, orange paper- 
covered box with paper stays. As high as twenty 
pounds of material were packed in these boxes and 
many complaints were received from customers re- 
garding the flimsy construction of the boxes. Finally, 
through the codperation of the National Metal Edge 
Box Company, a new line of boxes was developed, using 
a blue board (blue being a standard Goodrich color) in 
place of the orange which was unsatisfactory because of 
its showing the dirt. These new boxes use the metal 
edge in place of the paper stay. This change, in addi- 
tion to making a more attractive and substantial box 
enabled this company to gain substantial savings in 
original cost as well as the economies in storage space, 
reduced box inventories, etc. 

The 2'/-in. wide crinkled paper used in wrapping one 
25-ft. or one 50-ft. length of garden hose was changed 
from 60-lb. basis weight to a 45-lb. basis weight paper, 
resulting in savings of $3900 the first year. The new 
paper proved as satisfactory as the old. Five of these 
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Old method of packing battery covers for shipment 


individually wrapped pieces were bundled together for 
shipment with a wrapping of 30-30 duplexed wrapping 
paper, crinkled, with asphalt between the two sheets. 
This paper was changed to 25-25 duplex with a savings 
in purchase price of over $1000 per year. Savings in 
freight on these changes were over $800 per year. 

The old style Goodrich Cutless Bearing package was 


a heavy chipboard tube with wooden plugs glued into 
each end and further reinforced with two wood screws, 
which were screwed through the chipboard tube into 
This was changed to a screw top 
fiber can which is a more practical and attractive 
Costs were reduced $700 per year. 


the wood plugs. 


package. 


Bundles of garden hose as packed for shipment 
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New method of packing battery covers for shipment 


One notable change in the shipping unit itself is the 
redesign of the shipping case used for Hard Rubber 
Battery Covers. The old method was to use egg 
crate partitions made of double face corrugated board, 
placing two covers in each cell. The maximum size 
of shipping case that could be used held only 160 pieces. 
By the revised method the covers are placed in layers 
with a sheet of double faced corrugated board between 
This leaves no waste space in the carton 
This saves 


each layer. 
and permits packing of 240 pieces per case. 
approximately $7000 per year. 

At one time all manufacturer’s bulk heels were 
packed either 50 or 60 pairs (Continued on page 91) 


Protection is given V-type belts in a sleeve package 











Fro 


Baging « 
Hline of 


Martine 
months 
the pac 
basic x 


F also re 


The | 
all the 
becaus 
feminir 
odor o 
packac 


f soap b 


of sunl 
trend. 
carries 
The 
plain, | 
having 
bottles 
ingred; 
presen 
Pack 
is from 
Labels 
Chase 
nished 
better ; 


; the 
bber 


m 
haubret 
fT saume 


t ™ 
J 
f 


|e 





From the natural to the natural is the idea behind the pack- 

aging of the Martine Haubret herb products, a new creamless 
Sline of skin preparations, made from natural herbs. When 
Martine Haubret Products, Inc., was making plans a few 
i months ago for a national market, the main consideration in 
i the packaging was to dress the line so that it embodied the 
basic principle of the preparations. That was to have Nature 
| also represented in its outward appearance. 

The solution was the selection of a natural wood finish for 
all the boxes. A light shade of natural wood was chosen 
because it seemed the most delicate and appealing to the 
feminine mind. Its make-up duplicates the clean, refreshing 
odor of the herbs. A modern touch was introduced in the 
packages by banding each box with a strip of copper. The 


§ soap box is completely lined with copper, looking like a burst 


of sunlight when opened. The labels also reflect the modern 
tend. The raised copper lettering on a brown background 
carries the name in a cross bar effect. 

The boxes are designed in a conservative manner. Their 


§ Plain, tailor-made lines, conform with the prevailing theme of 


having the preparations free of any elaborate detail. The 
bottles are clear glass so that the clear amber color of the 
Ingredients is distinctly seen. The caps are copper. For the 
Present there are only seven products in the line. 

| Packages were designed by Lillian Bell; natural wood paper 
is from Japan Paper Company, and Karl Voss made the boxes. 
Labels come from Richard Krause and the copper caps from 
Chase Brass & Copper Co. Carr-Lowrey Glass Company fur- 
nished the bottles. The line is to be sold nationally in the 
better department stores and specialty shops. 
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slay showing six compacts of Blue Waltz, Inc., developed a novel means of displaying its “‘Irresistibl 
of black velvet of cosmetics. Jars, bottles and cans are sealed with Bakelite Molded 


by the Glazo Company—one in New color selector display stand for Yardley’s lipstick combines ar 
eal leather, in three shades “type’’ chart, mirror and cleansing lotion, also tissues and test g 
g 








OUR Le Bain 





ichel Gourland, Paris, offers Osme, lotion for the bath, in the above package. Perfume atomizers made by T. J. Holmes Company, Inc., are equipped with 
strong closure, Hazel Atlas bottle, Palm Fechteler label and Karl Voss box molded caps in colors to match netting with which the bulbs are covered 


To make the eyes have “‘it,"” the Kurlcsh Company offers the group of prod- dressing; round compact for color tinting, the bottle for liquid mascara. The two 
ucts shown below, ‘‘trimly packaged for modern maids."’ The jar for eyelash compacts below are of ‘purse’ size, for eye tint and mascara 








flees the secret — 





1 Plain-skirted Seal goes on 2 Top is pressure seated with 3 THEN threads are rolled 
container. Lessens trouble suitable sealing medium; no on, tailored to the: finish on 


from finish variations. turning; no scored liner. each bottle. 


of Easier-to-Remove Seals which 


can hold a Vacuum 


@ Pleasing the public is profitable. It would help us find HOW to 
please women better...or perhaps learn how NOT to displease them... 
if we could listen-in on thousands of kitchens when women are fussing 
and fuming over jammed caps. For hard-to-open bottle and jar tops 


discourage repeat sales. 
That’s why Alseco Rolled-On Seals are helping build profits for 


hundreds of glass-packed brands. For they not only assure perfect 
hermetic protection to products, but their EASY OPENING pleases i 
dai 

feminine buyers. Repeat purchases coast right along with all the brakes off. 28 a 
istic lig 

There are lots of other advantages, too. Being made of Aluminum Colle 


they cannot contaminate. There are many things you would like to know to 24% 


. , cosmeti 
about, to your profit. Give us an opportunity to send you the whole story. ‘i 
want to 


Write ALUMINUM SEAL COMPANY, NEW KENSINGTON, PA. a 1829 
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RE-USE BOXES 


THAT HELP TO SELL 
Imagine YOUR product on 


@ There’s profit for you in the fact that women do not consider counters—in beautiful, 


Aluminum a “base” metal. They know that it has unique qualities, 


that it is non-toxic, non-contaminating, clean, pure; for they cook gleaming, RE-USE boxes 


agape of Alcoa Aluminum. They 
Thus, when buyers are partly persuaded by your sales story, 
STOP women! 


..yet Alcoa Aluminum tubes 


are actually cheaper, too! 


clinch preference for your brand this way: As additional evidence 
of the pride you take in the quality of your product, tell them you 
use tubes of PURE, sterile Aluminum to protect the goodness 
“to the last squeeze.” 

Further profit features for you are: Aluminum’s strength, 
permitting a clipless closure, firmer threads, yet soft and flexible 


for dainty feminine fingers to squeeze; and Aluminum’s character- 





istic lightness, which saves shipping costs, duty on exports, etc. 
Collapsible tubes of Alcoa Aluminum are made in all sizes up 
to 214” diameter and 11” long. Whether your product is a 
cosmetic, a food or even a paint we have interesting facts you will hy ; ; 
want to know. Write ALUMINUM COMPANY OF AMERICA, Vhey re Economical, too! 

1829 GULF BUILDING, PITTSBURGH, PA. . 
= ¥ WHAT SHAPE 


DO YOU WANT? 
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Protection for and advantageous showing of product motivated design oft 
"Shockless Gage’’ packages by James Thomas Chirurg Co. for B. C. Ames 








he first of a new line of containers to be used by the Thompson Specialty Connolly Stamping Company, Inc., combine protection and selling arguments 
p. Designed by Jack Fales and manufactured by Metal Package Corp. for its Cooking Plate in this window package made by Brooks & Porter, Inc. 


esign by A. Soderlund, label by Koelle-Mueller Label Company and fibre Sales for Davenport Pearl Button Company equivalent to volume of fourteen 
pn by Sefton National Fibre Can Co. Cleanser made by Royal Lemon, Inc. other competitive materials. Card displays designed by George Switzer 




















Envelopes, can labels and display cartons embody established trade 
figure for Shefford Grated Cheese. Designed and made by F. M. Howelli 
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HE Rux.tone line is new. It includes carbon 
paper, typewriter ribbons, writing inks, stamp- 
ing inks, adhesives, rubber cement, poster 
colors and artists oil colors. It is marketed by 
Ruxton Products, Inc., a subsidiary of The Interna- 
tional Printing Ink Corporation. The products them- 
selves represent new standards of quality established 
by laboratory research and practical tests under a 
production personnel who is a leader in the field. The 
line is distributed through dealers only in restricted 
territories with an assurance of no direct sales to large 

The parent company is in the printing ink 
The packages used by any of its subsidiaries 


consumers. 
business. 
should reflect in styling the high ideals of good design 


Eee 
wf Wely 


and color recommended to its printing ink customers. 

Lawrence G. Meads, vice-president of The Interna- 
tional Printing Ink Corporation, had worked with me 
when I was Art Director of The Blackman Company. 
He recommended me because he was convinced that the 
assignment needed a certain type of ingenuity which I 
In other words, 


bg Seorge 


seem to have displayed in the past. 
the choice was made because of my alleged business 
sense rather than my designing ability. 

From the packaging standpoint, we felt that the 
field was wide open for improvements not only in style 
but particularly in convenience of consumer use and 
in handling and selling for the dealer. This was es- 
pecially true of writing inks, mucilage and paste bottles. 
So the first thing to think about was what is often 
called ‘‘functional design’? but which I choose to call 
simply ‘design’ since the dictionary definition of de- 


sign is “intent or purpose.”’ 
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For the dealer we wanted: 





iden 
a. The selling power of the above points assuming prin 
they were attained. . reca 
b. Great display value and window dressing possi- dict 
bilities. 7 
c. Quick identification of brand, size and color. anst 
d. Impression of great volume for the money. cont 
e. The smart style demanded in modern mer- of | 
chandising. tno 
The same things were demanded by the other regular of e 
stationery items with the exception of the fountain pen mah 
filling and last drop of ink objective which applied only spre 
to the inks. so t 
The adhesives needed a more efficient applicator- they 
closure than any heretofore desired. The poster color basi 
jars offered a similar opportunity to step away from D 
tradition. Convenience of use, display and quick may 
Each group is individually styled 
and yet maintains a ‘‘family’’ resem- Disp! 
blance recognizable throughout the tion 
entire line of Rux.tone products Legi 
on 
Inks, poster colors, paste, mucilage 
heck these packages with Jae ; ! ! ’ 
“ong pe ee ba typewriter ribbons and carbon paper Cart 
v . . *f- 
bl or so’ atictentieas are unmistakably identified by the of r 
x agg uy Pes: sxspainis labels of corresponding packages denc 
design. Note how they con- 


form in utility and appearance 





After reviewing my own experience with containers 
in this field and checking carefully with consumers and 
dealers, I set up these objectives for various items. For 
the consumer, ink bottles needed these things: 


a. Greater width than heighth and a sturdy down 
to the ground shape to make them untipable. 

b. A wide mouth for easy filling of fountain pens and 
dipping of ordinary pens. 

c. A way of making the filling of fountain pens a 
cleaner, easier and simpler task. 

d. Something to make available the last drop of ink 
in the bottle. 


} we 


e. A style so handsome that the user would not be 
ashamed to display the bottle on the finest desk 
in the office or home. 

f. A sure grip on the bottle to prevent dropping or 
slipping. 

g. The satisfaction of volume for his money. 
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identification of the color of the contents were the 
principal things to consider. It is impossible now to 
recall which of the solutions came first and which one 
dictated the trend of the whole. 
,, The experimental work and research in finding the 
answers to objectives a and d for the ink bottle was 
considerable. Even now, due to the necessary delays 
of patent application, we are on the market minus 
two devices which we believe will bring joy to the heart 
of every user of fountain pens, and another which will 
make life more pleasant for the paste and mucilage 
spreader. However, these have been craftily designed, 
so that they can be put into production the moment 
they are cleared through the patent office without any 
basic changes in the present production set up. 
Display value and family identification were the 
major influences in establishing the color scheme. The 


Display value was a major considera- 

tion in establishing the color scheme. 

Legibility demanded contrast of black 
on red and white on red or black 


Carbon paper boxes ring the changes 

of red, black and white as used to 

denote each of the different grades: 
Special, Regular and Record 


ee 
We 


Rux-tone 











Wherever used for the new 
Rux.tone packages, the se- 
lected closures have been 
chosen for convenience in ap- 
plication and design harmony 


average stationery store is not too well lighted. Be- 
sides, due to the tremendous inventory carried—some- 
times running up as high as 4000 items—the effect is 
that of a multitude of small sized units. Fussiness and 
small motifs, therefore, were to be avoided. The 
design must be simple and the color of high brightness 
and purity. Experimental sketches quickly deter- 
mined the red and, as a balance to establish the quality 
impression, a larger area of black. Legibility de- 
manded the contrast of black on red and white on red 
or black. 

I will not go so far as to say that these were arrived 
at mathematically. After all a designer must have 
some fun and playing with color, and design is part of it. 
But a knowledge of color language and contrast fac- 
tors certainly was valuable. 

One of the dangers in establishing a family of prod- 
ucts is the possibility of confusion between members of 
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the family on the part of both consumer and dealer. 
The shapes of the containers will help solve this to a 
great extent. The most important single design job 
in container shape was the ink bottle. It was soon 
evident that a stock bottle would not do, so a private 
mold was developed. 

We feel that both the 4-oz. and 2-o0z. bottles meet 
all the consumer and dealer demands we had set up. 
The paneling was for both style, grip and for the label 
arrangement. Both economy and desirability decided 
the use of the same molds for the 4-oz. ink, mucilage 
and paste, varying the glass in decorated black, flint 
and opal. The 2-o0z. bottle is a price item and its chief 
ambition was to look big. We think it succeeded in 
looking both big and handsome. 

The dealer in a stationery store dislikes the necessity 
often imposed on him of hunting to find what he wants. 
For this reason the colors of the ink are plainly indi- 
cated by a brilliant circle the color of the ink, and to 
avoid any possible confusion between close colors the 
name is printed in the circle. This circle appears on 
the labels of all sizes of ink bottles and on the outside 
of the 4-oz. carton also. 

The paneled effect of the bottle labels for the larger 
sizes where stock bottles were used was in lieu of actual 
paneling of the glass. The larger sized bottles, up to 
quarts, have not been brought in line in shape and 
efficiency. This will be added later and includes a 
much simpler and more convenient pourout and closure 


than the present one. 


x *k * 


Similarity in design and color to that shown on the bottle label is 
carried out on the carton so that easy identification is possible and 
maximum display value is attained 
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The paneling of this ink bottle obtains style and a convenient 
grip as well as providing a non-rounded surface for placement 
of the label! 


x wk * 


The carbon paper boxes ring the changes of red, black 
and white to denote the different grades—Special, 
Regular and Record. The most dignified is, of course, 
the one using the most black and is applied to the higher 
priced brand. As the red increases, the price goes 
down. ‘The ends of carbon paper boxes which on most 
dealers’ shelves are the only parts of the box visible 
are often treated rather casually. The Rux.tone 
boxes have their ends designed and printed just as 
carefully as the tops, even though more than one 
hundred and twenty-five changes of type were neces- 
sary on the presses. There is no rubber stamping or 
any untidy makeshift used to designate the grades. 

This stepping up in red and stepping down in price 
is true also of the typewriter ribbon boxes and cartons, 
the latter offering another innovation in display. 

The shape of the poster color jar, the smart black 
cap and the die-cut circle through which the color is 
visible, brought joy to every artist and dealer to whom 
it was shown. The poster color jars presented the 
obstacle of a third color—the contents of the jar—into 
every label. The solution was so simple that it was 
hard to understand why no one had thought of it 
before. It was simply to use the color in the design 
by letting it show through the label and to use only a 
simple black and white label. (Continued on page 90) 
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INDIVHDUALLY 


= (x the language of the day, a cheese may be said to 
be acheese. But from the viewpoint of the pack- 
ager, it represents a distinct problem. Of course, much 
cheese is still sold in bulk—but from the cheese as 
needed, and parceled out via the well known scales. 

But this method has its drawbacks, particularly in 
the case of cheese which is hard to cut and tends to 
crumble at the touch of a knife. Frequently the job is 
rather messy and, withal, far from satisfactory either to 
the customer or to the dealer. Then too, there is the 
problem of cutting the exact amount, and while the 
grocer may possess reasonable skill in judging a quarter 
or half pound, many customers are fussy about ounces. 

As a result of these complications, cheese makers have 
cast about for more suitable methods of packaging, and 
within the past few years bricks and other more con- 
venient shapes have made their appearance. 

The packaged cheese shown in the accompanying 
illustration is typical of this newer trend. The portions, 
products of Borden's, are individually wrapped in alu- 
minum foil and half a dozen or more portions fit snugly 
into a form fashioned wooden box. They present an at- 


me 
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tractive appearance in the boxes which come in various 
shapes. Being non-toxic, the foil in no way affects the 
taste or color of the cheese. Conversely, the cheese will 
not discolor the foil which remains bright for an indefi- 
nite period. Weighing approximately a third as much 
as other foils but possessing ample strength, aluminum 
gives unusual covering area, thereby affecting packag- 
ing economies. Its lightness also reduces shipping costs. 

The foil is generally embossed and may be mounted 
on paper to give it additional strength. Name of prod- 
uct and manufacturer are printed on each wrapper in 
brightly colored ink, accentuating the attractive ap- 
pearance of the package. 

Because certain types of cheese cause corrosion when 
used in direct contact with unprotected foil, aluminum 
foil wrappers are frequently coated with a special inor- 
ganic preparation which completely eliminates this 
source of trouble. The substance is both tasteless and 
odorless, and in no way affects the quality of the cheese. 

Since not all types of cheese require coated foil, it is 
recommended that the cheese maker consult the foil 
manufacturer to obtain the wrapper best suited. 
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LITTLE JOURNEYS TO PACKAGING PLANTS 
WHERE MODERN MACHINERY DOES THE JOB 





Rapid adjustability for various size cartons, small amount of floor space required, simplicity in construction and a production 
up to 30 packages per minute with one operator are the outstanding features of the installation, pictured above, at the plant 
of the Hygienic Products Company, Canton, Ohio, for packaging Mel’o, a water softener and cleanser. Equipment includes a 
Model P T (J. L. Ferguson Company) carton sealing machine equipped with a double unit automatic net weigher. It required 
only one-half day to install and start operation of the machine which is reported as producing very satisfactory results 


The Carter Medicine Company is wrapping two sizes of packages 
in printed Cellophane wrappers at the rate of from 50 to 60 per 
minute on the equipment shown at the right. The wrapper is 
automatically drawn from a roll and fed in a strip, passing over an 
“electric eye’’ which cuts off the printed sheet at the exact point 
to give proper registration. Then the machine (Package Machinery 
Company) wraps the package, seals it on the bottom and the ends 
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Forty-five packages perfminute are produced at the Chicago plant of The Perkins Products Company on the equipment pictured above. The 

latter consists of three Stokes & Smith Universal filling machines in connection with one ‘‘Neverstop”’ carton sealing machine. This unit is 

equipped with a hand carton feed so that one operator supplies the carton to the machine where they are bottom sealed. The bags, after 

filling, are placed in the bottom sealed cartons and carried, via conveyor, to the top sealer unit where the top of the bag is sealed in with the 
top flaps of the carton making a tight sealed package. This line is used for various gelatin and dessert powder packages 


At the left is shown a recent installation in the plant of the Carter's 
Ink Company, Boston, Mass., of a special ““90-D’’ Full-automatic 
collapsible-tube filling, closing and sealing machine made by the 
F. J. Stokes Machine Company. Special attachments (patents 
pending) permit ‘‘fat-filling’’ the tubes with more material than is 
possible under standard filling conditions. Tubes are sealed with 
the patented Stokes ‘‘Diamon Lock’’ closure (no clips required). 
One operator required, and output is from 45 to 50 tubes per minute 
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Simplicity, dignity and harmony combine in these powder boxes of the Larkin Co 


REDESIGNING 


N directing the repackaging of a complete line 
of toilet preparations, comprising more than 
one hundred items, J. A. Handy, manager of 
the Perfume and Pharmaceutical Department, 

Larkin Co Inc., Buffalo, N. Y., phrases the theory and 
policy behind the repackaging, as follows: 

“The tendency in the old romantic period of toilet 
preparations was to have each odor in its own highly in- 
dividualistic setting—rose, clover, 
violet, carnation and so on. Today 
whole lines are dressing alike. <A 
symphony of jars, tins, tubes and 
bottles is created, with caps, clo- 
sures, labels and cartons in tune with 
this symphony. To the package 
this uniformity gives the beauty 
born of dignity, harmony and sim- 
plicity. To production and inven- 
tory this uniformity gives truly tre- 
mendous economies. 

‘“‘However, in the case of products 
of a distinctive type, such as incense 
powder, highly concentrated odors 
in sachet form and the like, the indi- 
vidualistic package still has its 
proper place. Also, there are in- 
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An ensemble which enhances suggestive 
selling of complementary products 


FOR PRODUCTS WE LIVE WITH 


by ohn "FT hows —Aeming 


stances where packages in different lines will bear 
marked similarity in appearance, purposefully and 
effectively so, where these different lines complement 
and supplement each other. In packaging complemen- 
tary and supplementary lines with uniformity, or at 
least with marked similarity of appearance, suggestive 
selling is enhanced. The package similarity suggests 
the close relationship of the products they contain. 
“But, above all, for toilet prepa- 
rations—more perhaps than any 
other product—the package must be 
“—— beautiful, but not ornate—beautiful 
— rather by means of its dignity, har- 
We mony and simplicity. Toilet prepa- 
Ti ration packages are intimate pack- 
ages. They are packages whose 
products we apply to our hair, 
hands, face, mouth and indeed to 
our whole bodies. Such packages 
must be attractive and pleasing, but 
not gaudy and glaring so as to prove 
fatiguing company under our more 
or less constant daily observation 
and intimate personal usage. These 
are not transient packages. These 
are the packages we live with. 














New 
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LARKIN 


PERF “"- 


Upper row, the old order; lower row, the new deal in the Larkin 
perfume line. Uniformity and simplicity are evident in the latter 


“Looking ahead to the future, we visualize the trend 
in art lithography for package items to be definitely to- 
ward delicacy of color, dignity of form, refinement of 
line and simplicity of style.”’ 

So much for the theory and policy behind the repack- 
aging of Larkin toilet preparations. To show exactly 
how this theory and policy is put into packaging prac- 
tise, we present some before-and-after, then-and-now 
descriptions of Larkin toilet preparations packages. 

Larkin Co formerly manufactured eighteen different 
perfumes in five different lines—lines differing in price 
and so of course differing markedly in packaging. For- 
merly the inventory showed five four-strength perfumes: 
Lilac, White Rose, Jockey Club, American-Beauty- 
Rose and Lily-of-the-Valley. These were packaged in 
uniform l-oz. bottles. Clover and Carnation were also 
in the 1-oz. size, but in flaconette type bottles. 

Modjeska Bouquet No. 1 and No. 2 perfumes like- 
wise were in l-oz. bottles but in bottles that differed in 





New jar shapes, new labels, new closures, replace the old (shown 
in the upper row) assemblies used for face and hand creams 








shape and style from both the foregoing types. In !/2- 
oz. bottles, again differing in form and closures from all 
the foregoing styles, were packaged five perfumes: 
Chypre, Jasmin, Dainty Violet, Esprit de Fleurs and 
Panier de Fleurs. Lastly, the fifth perfume line com- 
prised four more odors—Aurole, La Muse, Gardenia 
and Rendezvous—all in !/4-oz. flaconettes. 

Today three different price lines of perfumes have re- 
placed the former five different lines. So today there 
are but two different types of perfume bottles used, as 
contrasted with the five types formerly used. 

One perfume, Modjeska Bouquet No. 2, has been dis- 
continued. A new perfume, Camellia, has been added 
to the ' 4-oz. line, in which line also has been placed Jas- 
min, formerly in the '/-0z. line. The four-strength per- 
fume family now consists of eight odors, all packaged in 
flaconette type, l-oz. bottles with black molded cap. 
This l-oz. bottle is the same style as that used for pack- 
aging the ! 4-0z. sizes. 
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At left, the new, contrastingly harmonious; at right, the old, in 
lotion and toilet water packages used by Larkin Co 


Larkin Co formerly manufactured eight different 
toilet waters in two different sizes and in three different 
styles of bottles: Lilac, Clover, Eau de Cologne, Mod- 
jeska Bouquet, American-Beauty-Rose and Lily-of-the- 
Valley in uniform four-ounce bottles; with Lavender 
and Esprit de Fleurs in 3-oz. bottles of different types. 
Today there are seven toilet waters—Esprit de Fleurs 
discontinued—all in the same style +-oz. bottles. 

Perfume and toilet water bottles are furnished by 
Owens Illinois Glass Company. Metal closures for 
toilet water bottles are furnished by A. H. Wirz, Inc. 
Corks and molded closures are furnished by Armstrong 
Cork & Insulation Company. 

Perfumes and toilet waters are packaged on two fully 
automatic Pneumatic vacuum fillers, with two small 
manual fillers—one Kiefer and the other a Pneumatic — 
for filling the fractional ounce sizes. Perfume and toilet 
water bottles are adorned with lithographed labels and 
packed in lithographed cartons supplied by Addison 
Lithographing Company. (Continued on page 68) 
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INVESTIGATE YOUR SUPPLY SOURCES 


jp) scxscinc, in common 

with other industries, is not 
free from a form of practice which 
is difficult to prevent and invari- 
ably leads to effects that may be 
far-reaching in its detriment to 
those who observe the principles 
of fair dealing. We refer to that 
practice which carries with it the 
trade caution caveat emptor. 

A reference for the latter ex- 
pression tells us: “The buyer 
must be responsible for his own free act. Let the buyer 
keep his eyes open, for the bargain he agrees to is bind- 
ing. In English law, Chief Justice Tindal modified this 
rule. He said if the buyer gives notice that he relies on 
the vendor’s judgment, and the vendor warrants the 
article, then the vendor is bound to furnish an article 
‘reasonable and fit for the purpose required.’ ”’ 

Now packaging has been termed a business of ideas— 
of changing ideas. We constantly see examples of 
manufacturers who, for various purposes—essentially 
to improve sales—are making changes in their pack- 
ages. Changes in construction, shape, color, deccration 
or materials. The latter, more often than not, necessi- 
tates new sources of supply—companies other than 
those formerly favored are brought into the picture— 
and this brings about new contacts and often a new set 
of conditions and knowledge as pertaining to the ma- 
terials in question. It is not always that the confidence 
which is established between the buyer and seller can be 
taken for granted in a newly formed contact. It should 
be of course, and the astute buyer will make every en- 
deavor to assure himself on this point. But there are 
exceptions, and such instances, we believe, should be 
pointed out whenever and wherever they are found. 
Among all the groups who supply materials to the pack- 
aging field there are substantial concerns who are thor- 
oughly reliable. These should be catered to, rather 
than the fly-by-night, mushroom companies who not 
only are a thorn in the side of the package user but be- 
smirch the entire package supply industry. 

The following is a case in point, actually observed by 
a member of our staff. For obvious reasons, the names 
of the principals are withheld. 

Deciding to adopt a new type of container for a 
specialty product, a manufacturer contacted a concern 
which, through its purported representative, showed 
samples, offered substantial evidence of its reliability 
and assured delivery of the required goods. A definite 
order was placed and samples for the use of the com- 
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pany’s salesmen were promised. Assuming that the 
procedure was carried on in good faith, the manufac- 
turer notified his trade of the new package. A confirma- 
tion of the order, samples of the container or any further 
word failed to materialize. The company tried unsuc- 
cessfully by wire and telephone to reach the supplier’s 
plant, officers of the company and the salesman. 

Investigating, our representative found an unoccu- 
pied plant which included equipment idle and appar- 
ently unused for some time. No information could be 
gleaned on the premises or elsewhere regarding the 
officials. The salesman, however, was located although 
he proved to be nothing more than a broker or jobber. 
He had stayed ‘‘off the job’ because he realized he was 
in a predicament and tried to steer away from trouble. 
There is, of course, basis for a damage suit against the 
salesman and the purported company for failure to de- 
liver the goods. But this at best can only partly com- 
pensate for the harm which has been done to the manu- 
facturer and, indirectly, the entire supply business. 

Instances of this sort, with various modifications of 
course, occur too frequently. It is unfortunate, too, 
that many of them do not come to light before a great 
deal of damage has been done. For it is natural that a 
manufacturer who has been so duped will hesitate to 
admit what must appear to his competitors and custom- 
ers as an error in business judgment. And it is this 
hesitancy that the spurious supplier plays up to. 

Surely the practice is one in which users and reputable 
suppliers can unite in stamping out. The first step 
which the manufacturer must take is to thoroughly in- 
vestigate his sources of supply before he buys—not 
after, when it may be too late. 


IN SOME CASES IT’S DONE 
S ALLY RAND, fan dancer, is credited with the 
following remarks, made before a recent gather- 
ing of advertising men in Chicago: 

“Everything I am I owe to advertising. I noticed 
that the best advertisement stressed art work, so I did 
the same. I noticed that you stressed white space, so 
I did that, too. The wrapper in which you place the 
merchandise seems to be of great importance, so I did 
away with the wrapper altogether.” 

To keep or not to keep the wrapper is, after all, a 
matter of personal preference. Depends a lot on the 
enclosed. product, doesn’t it? ; 


KG Ruhr. 





\ 





fw) 





Lull 





—_ (FP BS 

















The artist makes his sketch for eye appeal 
—for beauty — brilliance — display value 
at the point of sale. 

But between the sketch and the finished 
job lie problems no artist can be expected 
to solve—technical questions that only ex- 
perts can answer. For example: What inks 
for metallic printing; what paper for em- 
bossing; what adhesive will make a label 
stick to glass or rubber, silk or steel? Will 
a package print, cut, fold, form as you want 


it to do? Above all, how can the job be 


done at low unit cost? 
If paper is part of your package— either 
as box, label, tag, wrapping, seal, or insert 


see. 














but what will it cost on the Bottle? 


—Dennison offers you, without cost or ob- 
ligation, a technical advisory service that 
will simplify production, cut costs, achieve 
results you may have thought impossible. We 
will tell you the best, fastest, most econom- 
ical way to produce the design created by 
your own artists or your advertising agency. 
Or, we will create designs for you— print and 
produce them—just as we are doing now 
for hundreds of leading manufacturers. 
Here at your call is a complete Service 
specializing in every use of paper for mod- 
ern packaging. A highly competent repre- 
sentative will respond promptly. Dennison 
Manufacturing Co., Framingham, Mass. 
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REDESIGNING FOR PRODUCTS 
WE LIVE WITH 


(Continued from page 65) 

An outstanding instance of the highly individualistic 
product being properly packaged in individualistic style 
is afforded by the packaging of Larkin highly concen- 
trated sachet powders. The four Larkin sachet pow- 
ders, Clover, Lavender, Orange Blossomand American- 
Beauty-Rose, while packaged in one-ounce glass jars of 
the same size, shape and style, nevertheless have their 
own distinctive labels and cartons. These glass powder 
jars are supplied by Owens-Illinois Glass Company with 
closures by Hazel Atlas Glass Company. Sachet pow- 
ders are packaged on Day semi-automatic powder filling 
machines and make use of lithographed labels and are 
packed in lithographed cartons by Addison. 

Larkin Co formerly manufactured eleven different 
creams for face and hands in seven different jars; jars 


Filling cream jars at the Larkin plant on a fully automatic rotary 
cream filling machine 


differing in size, shape and style; jars calling for differ- 
ent closures, labels and cartons; jars varying through a 
size range of seven different quantities: l-oz., 2-o0z. 
(two different styles), 2' »-0z., 4-0z., 6-oz. and 7-oz. 
Consider the complexity of this former inventory of 
face and hand creams, remembering that it represents 
but one of the eleven major lines of toilet preparations: 
Fioret Pore Refiner and Finishing Cream in 1-oz. 
jars; Larkin Ideal Complexion and Massage Creams in 
2-oz. jars; Larkin Preserving Cream in 2-o0z. jar, Larkin 
Cold Cream in 2-0z. and 6-oz. jars; Larkin Cleansing 
Cream in 2-oz. and 7-oz. jars; Larkin Lemon Cleansing 


and Lemon Vanishing Creams in 2! »-0z. jars; Ess- 
floral—‘‘the perfume of 40 odors’’—Vanishing Cream in 
2''s-0z. jar; Witch Hazel Vanishing Cream in 4-oz. jar. 

Today all Larkin face and hand creams, with the ex- 
ception of the two Fioret creams, are in jars of the same 
shape and style, with closures, labels and cartons to 
match, and in but three sizes: 2-, 4- and 6-o0z. 

In addition to face and hand creams, Larkin Co 
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Automatic filling unit for talcum powders 


manufactures several special creams, highly individual- 
istic products for specialized uses, such as Larkin Cream 
Rouge (light or dark) in its smart little jet-black 
molded container (Auburn Button Works, Inc.) and 
Larkin Deodorizing Cerate. All Larkin cream jars 
excepting the rouge—are opal glass and supplied by 
Hazel Atlas Glass Company. 

Larkin creams in jars are filled mainly on a fully- 
automatic Kiefer rotary cream filling unit, with three 
manual fillers standing by as auxiliary units. As with 
perfumes, toilet waters and powders, so also with the 
creams, lithographed labels and cartons are supplied by 
Addison Lithographing Company. 

Besides creams in jars, Larkin Co also manufactures 
four creams that are packaged in tubes: Larkin Witch 
Hazel Shaving Cream (lather and latherless types), 
Larkin Dental Cream Peppermint, Larkin Tooth Paste 
and Larkin Antacid Tooth Paste. These tubes are 
filled on two units, a Stokes fully automatic rotary tube 
filler and a Stokes semi-automatic tube filler. Tubes 
and caps by A.H. Wirz, Inc. (Continued on page 87) 


Automatic rotary tube filler unit for tooth paste 
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Production 25 to 150 Units Per Minute 





THE LIMITED 


E ARE very much given to thinking of the 
package in terms of productive sales; in 
fact, one of the greatest arguments for the 
properly designed package is its ability to 
attract attention to the contained merchandise—to sup- 
ply the initial urge, on the part of the consumer, to 
buy. Beyond this, which we may regard in most 
instances as the primary function of a package, there 
are other considerations which appeal to the manu- 
facturer. Here we have an instance in which the value 
of modern package design—when the package itself 
plays no part in the consummation of a sale—caused 
the overhauling of a line of cartons so vast that it 
includes almost every conceivable square size and pro- 
portion. The Lionel Corporation, producer of toy 
trains and model railroad equipment, was the manu- 
facturer of the packaged items; Willis S. Harrison of 
Contempo Advertising Artists, the carton designer, 
and the Shuttleworth Carton Company made them. 
The problem was to create a design which would 
give a favorable impression and which would be 
adaptable without costly alteration to three hundred 
cartons of varying sizes. 
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NOT LIMITED 


Electric trains must be seen to be sold. They must 
be taken out of their containers by the store and dis- 
played on racks and operated around circles of track. 
When a purchaser selects the train he wants, the order 
is taken and delivery made at his home. 

The new package design is simplicity itself with all 
attention being focused on the brand name. Printed 
in solid colors (orange and dark blue) from line plates— 
the least expensive method of reproduction—it was 
possible to adapt each drawing to from six to ten 
different sizes. In many cases electros were made and 
trimmed to fit boxes of different proportions. Top 
and sides of all boxes are uniform. On both ends, in 
bold face type appear the name and number of contents. 
In the stock room the packages are stacked with the ends 
showing, in numerical order, for quick identification. 

The new Lionel packages may not be directly re- 
sponsible for increased sales of the contained products 
but it is certain that they afford an appearance more in 
keeping with the popularity which the miniature trains 
and accessories enjoy. The new designs bespeak 
quality and express the pride which the maker has in 
his product! 
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RIEGEL PAPER 


for every] Pa ck aqing need 











The Riegel Mills make the 
widest variety of packaging 
papers in the country. In 
addition to many standard 
grades, an endless chain of 
special papers are produced to 
fit the specific needs of indi- 
vidual manufacturers. There 
are papers for moisture re- 
sistance, moisture retention, 
grease resistance, economical 
transparency, self-sealing 
wrappers, wrappers that will 
not dry out and crack. ... 
Whatever the requirement, 
there is a Riegel Paper adapt- 


ed to your needs or we can 








make one for you. You will 
find Riegel Papers in many of 
the nation’s leading packages, 
proving their worth through 
economy and efficiency. 

If you are faced by some pro- 
duction problem, bringing out 
a new package, dressing up an 
old one, or just frankly trying 
to cut your packaging costs— 
write us your story today. To 
manufacturer, printer or ad- 
vertising agency we offer un- 
biased advice based on expe- 
rience and research work in 
many fields. There is no 


charge, of course. 





RIEGEL PAPER CORPORATION 
342 MADISON AVE. NEW YORK 
CHICAGO: 111 W. WASHINGTON STREET 
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K F. BROWN & Company of Boston has de- 
é veloped a group of interesting packages for its 
shoe creams and polishes. The Sport Shoe Cleaning 
Compact is remarkably successful. D. B. Palmer, 
president of this eighty-year-old concern, designed 
this ensemble set to meet the needs of vacationists 
and travelers who usually have one or more pairs 
of two-tone sports shoes to polish. The silver card- 
board sliding box, with bands and lettering in blue, 
contains one tube each of white and of neutral polish 
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STYLING— 
FOR SHOE POLISHES 


in twin cartons, differing only in color. The neutral 
tube and carton are reddish brown-and-yellow, while 
the white tube and carton are in light and dark shades 
of blue. These combinations conform to the regular 
color key employed throughout the line of Checker 
polishes. In a little separate compartment, a good 
quality sponge for white polish is inserted between 
a pad for applying the neutral cream and a polishing 
strip. The sliding box is made by the Richardson- 
Taylor-Globe Corporation, (Continued an page 87) 

















_.. Its a paper with dignity 
and appeal to refined taste 


That's how one user described this beautiful 
decorated suede box covering paper. It’s our 
pattern S-07-A, stocked in red, green, blue 
and black, all with white design. Special 
color combinations can be supplied in suit- 


able quantities. 


We make paper for all tastes, conservative, 
moderate or flashy. They are all in the latest 


motifs and colors. 


Consult our sample books freely. We will 


gladly send sample sheets for trial purposes. 


ROYAL CARD & PAPER CoO. 


Manufacturers of Decorative Papers 


ELEVENTH AVENUE AND 25th STREET, NEW YORK, N. Y. 


THIS SAMPLE IS OUR PATTERN S-07-A— RED BACKGROUND 
STOCKED ALSO IN GREEN, BLUE AND BLACK 
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ANOTHER 


DON’T HIDE YOUR LIGHT UNDER A BUSHEL 


<4 Se O men light a candle and put it under a 
bushel?’ is the scriptural quotation in its 
— original form. At the time it was written 
or, let us say, translated, there was prob- 
ably little thought that the saying would pass on 
through the ages and become one of the many precepts 
which today make up the lore of advertising and mer- 
chandising. Certainly our present-day trend toward 
open display exemplifies a most positive answer to this 
biblical question. 
To briefly trace the transition through which the 
showing of products has passed: Previous to the pack- 
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WITH REAL HONEY 





age era and even today, certain products were and are 
shown in their natural state. But the need of protec- 
tion and a desire for convenience brought about the 
utilization of the package in its various forms. Then 
followed the recognition of the package as a merchan- 
dising or selling medium, and various forms of decora- 
tion were adopted which attracted favorable attention 
from the consumers of the packaged products. But the 
desirability to show certain goods in as near their 
natural state as possible persisted, so that glass, which 
permitted complete visibility, became the accepted ma- 
terial for this purpose—and, for that matter, still retains 
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its place as a favored essential in the packaging or dis- 
play of many products. 

Later there were developed certain papers which per- 
mitted partial visibility or an “‘opaque’’ showing of the 
packaged product and possessed other desirable quali- 
ties which made them adaptable for the wrapping of 
various merchandise. This was followed by the de- 
velopment of the completely transparent sheet which 
has met with such wide acceptance and today offers an 
almost unlimited range of application. Generally re- 
ferred to as transparent cellulose, these sheets are of 
two types or groups: Those composed of viscose or 
regenerated cellulose and those composed of cellulose 
acetate. 

The popularity of transparent sheets used as wrap- 
pings, bags and for certain other purposes such as 
labels, ribbons, etc., continues apace. And this accep- 
tance by the public as well as by the manufacturer, who 
finds it desirable to attain complete visibility for his 
products, has created an intense interest in a new type 
of transparent container which possesses additional ad- 
vantages over those formerly offered. 

The new containers offer a rigidity not obtainable in a 
transparent sheet, as generally understood, and are 
sufficiently heavy to replace the ordinary paper board 
box. The material used is cellulose acetate—non- 
inflammable, completely transparent, unaffected by 
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climatic conditions, flexible, non-poisonous and light in 
weight, being about one-seventh the weight of glass. 
Intimate knowledge of the properties of this material, 
combined with engineering skill, have resulted in the 
development of mechanical equipment to produce rigid 
containers of all shapes and sizes. They are suitable for 
any dry product; they may be round in shape, with 
metal tops or bottoms or can be produced in any odd 
shapes. Various. forms of decoration—printing, litho- 
graphing, embossing, etc.—can be applied to the sur- 
faces if desirable. And the package, emptied of its 
original content, serves very well as a re-use container. 
The accompanying illustrations of the several ‘“‘See- 





Thru” containers show the various applications which 
have been made of this new type of package—and these 
are but a few of those which are possible. Among them 
will be found the packaging of products which normally 
make their appearance in a container, such as confec- 
tionery, cigars, toothbrushes, while others, such as 
pipes, are usually displayed on the counter or in the 
show case without the protection afforded by a package. 
If the latter is used, it is necessary that the customer 
open the package to see the merchandise, and this cer- 
tainly is not the case when a See-Thru container is 
used—each package actually provides a perfect display 
for its contained product! 

The examples shown range from those packages 
which carry no decoration, such as the box containing 
artificial flowers, to those that make use of elaborate 
decoration applied in various ways. They also indi- 
cate how it is possible to ‘“‘build’ these containers 
around the product instead of forcing it into a package 
that is not adaptable. For it will be noted that each 
shape is such as to conform to its contained product 
and permit of the advantageous display of that product. 
Further, the illustrations are not without suggestion for 
applications other than those which are ordinarily 
understood. The idea of enclosing a deposit book in 
a protective container, for instance; likewise the child’s 
bank which permits visibility of contents. 


Fully protected until they are removed for use by 
the consumer, fully revealed so that complete advan- 
tage is taken of any natural appeal which the article 
may have, products packaged in these containers are 
given every opportunity to present a constructive sales 
talk to the prospective purchaser. Here, then, is a 
modern version or, rather, a practical interpretation 
of that advice suggested in Holy Writ, the teachings 
of which constantly find place in our everyday life 
and are particularly applicable to a great degree 
in our present-day methods of consumer selling. In 
these containers there is no hiding of the prod- 
uct. 
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A COMPLETE DEPARTMENT 


MONG the problems of many a manufac- 
turer is that of seasonal buying. The goods 
which he makes—largely because of custom 
and partly because he has made no special 

effort to bring about a change—are bought extensively 
during certain periods of the year. The rest of the time 
he must be content with such sales as result from a 
‘‘slack’’ demand by those who require occasional use of 
his products. This condition, formerly prevalent 
among many groups of products, has been undergoing 
a pronounced change due to an acceptance, on the part 
of both manufacturers and consumers, of the display 
unit which permits a visible showing, at all times, of the 
goods to be sold. It is now recognized that any product, 
attractively and visibly displayed can consistently 
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create sales that would otherwise be delayed until some 
stipulated period. 

The case of paint brushes, for instance. We have 
been led to think of the spring as being the time of year 
when we must clean up, paint up, renovate and undergo 
a general overhauling of our domicile and its premises. 
Some of the more daring will follow this procedure with 
greater frequency—two, three or four times a year, at 
more or less stated intervals. When or how this sched- 
ule started is not recorded, but the fact remains that 
while the retailer, who deals in the necessary accessories 
for such renovations, kept the required stocks on hand 
he made no special play for their sale other than at 
the time mentioned. And the manufacturer made his 
plans accordingly—he, too, had his season for sales. 














EFORE distribution... before advertising ... before salesmen test the 

markets, comes the product and the package. Sales quotas are being made 
every day by good merchandise in good packages. Again there are smiles in 
business and sales are climbing. Heekin makes metal containers... cans... 
designs them to make your product distinctive ... to give that "come hither 
look" to the customer who is the court of final decision. Let our artist-designers 
create for you a container that will make sales quotas... let us give you the 


benefit of our experience. THE HEEKIN CAN COMPANY, CINCINNATI, O. 


Hl EEK IN CANS 


WIT H HARMONIZED COLORS 
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Bringing about a change in buying habits is not new 
to the science of merchandising. Time and again it has 
been shown that the prospect can be transformed into 
an actual purchaser by the simple process of reminding 
him of his needs Perhaps it is wrong to say “‘simple,” 
however, for therein lies an understanding of what con- 
stitutes successful and indifferent display—the differ- 
ence between that which compels or repels sales. Be- 
cause, after all, there are certain elements, as any one 
conversant with merchandising will tell you, that must 
be incorporated in the display medium. How these 
elements were combined to create and produce a group 
of successful displays for the Star Brush Manufacturing 
Company, Long Island City, may be seen in the accom 
panying illustrations. Their effectiveness is attested to 
by the fact that in two months over 10,000 of these dis- 
plays were sold. 

To quote A. Schumann, president of the company: 
“Assorted sizes of brushes have been made and dis- 
tributed by us since we have been in business. Boxes 
previously used were designed more with the idea of 
using them as containers and not so much as using them 
as merchandising units. 

“The change in merchandising ideas for hardware 
items in the last few years and the need to stimulate 
business by means of attention compelling displays 
necessitated our adoption of the type of box designed 
and made by Brooks & Porter, Inc., for us. As the 
result of selling brushes through these containers we 
have secured business from conservative stores which 
under all but unusual conditions would not buy paint 
brushes.” 

The assortments provided by the new displays enable 
the dealer to furnish his store with a complete brush de- 


partment. There are ‘our displays, these being referred 
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to as De Lux Assortments Nos. 1,2,3and4. Nos. 1 and | 
2 are shown in black and white illustrations on this page 
while the full color plate on page 76 illustrates Nos. 3 
and 4, these being identical although displaying differ- 
ent selections of the brushes. i 





In color, each display is such as to attract attention 
on the counter or shelf. This impulse, created in the 
mind of the customer, is quickly followed by a reading 
of the brief messages presented in the copy and a “‘re- 
minder”’ as offered in the illustrations of possible uses 
for the brushes. The customer “‘obeys that impulse’’— 
and a sale is made, irrespective of the season. 

Each display serves also as shipping unit for its re- 
spective assortment. The wings or sides fold in and 


wists 


afford protection to the contents, the entire display be- 
ing shipped in a corrugated container. 


























hla 


Te 


pen 





In color, pictorial suggestion of uses and 
lack of confusion in copy, these displays 
have found favorable response from dealers 
and have created sales wherever shown. 
Each includes a selection of brushes, con- 
veniently arranged and adapted for stipulated 

purposes. At the left is De Lux Assortment t 
No. 1; above is No. 2. On page 76, 
shown in complete colors, is the inter- 
changeable display which serves for No. 3 

and No. 4 assortments 
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CLAY (COATED 


| FOLDING 
BOXBOARD 


To the PACKAGING ENGINEER the non- 
refillable feature of this carton is interest- 





ing— the tube may be tested and examined 
without removal. In fact, removal means 
actually destroying the carton. 


To the DESIGNER the color and copy 
balance, the display features and the effec- 
tiveness of the two-color lithography are 
advantages. The varnish is a lustrous fin- 
ishing touch. 


To the DEALER AND CONSUMER a guar- 
antee of honest quality is the merchandising 





appeal of the new design. 


A unique as well as practical carton— this 
recent adoption for RCA Radio Tubes! Like 
so many other successful packages it is 
made of RIDGELO Clay Coated Folding 
Boxboard 


t RIDGEFIELD, NEW JERSEY 
ty LOWE PAPER COMPANY 


‘resentatives: W. P. Bennett & Son, Toronto — A.€E. Kellogg, St. Louis 
MacSim Bar Paper Co., Chicago 
tific Coast Distributors: Blake, Moffitt & Towne — Zellerbach Paper Co. 


This is a sleeve of a typical RCA tube carton. The top and bot- 
tom are separate pieces stapled to this sleeve at the time of 
packing. The lithography is in two colors on a special coating 
for varnish. The overprint varnish is the product of Pope & 
Gray, Inc., New York. 
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HERE AND THERE 


De Ver Howard Warner, chairman of the board of 
directors of The Warner Brothers Company, Bridge- 
port, Conn., died on Sunday, Sept. 25. 


The Packaging Machinery Manufacturers In- 
stitute, Inc., held its annual convention at the Edge- 
water Beach Hotel, Chicago, IIl., on October 12. 
The annual dinner meeting of the Institute took 
place in the evening. A report of this meeting will 
be included in a forthcoming issue of MODERN 
PACKAGING. 


Metal Package Corporation, with executive offices 
in New York, announces a consolidation of interests 
with those of the National Can Company, Boston, 
Mass. The National Can Company was established 
in 1901 with factories at Boston, and it has, over a 
period of thirty-four years, engaged in the manufac- 
ture of a general line of tin cans for commercial 
purposes. 

It is stated that there will be no change of manage- 
ment or personnel, and the Boston interests will here- 
after be conducted as a division of the Metal Package 
Corporation, which now operates plants at Baltimore, 
Brooklyn, New York, Chicago, and Hamilton, Ohio. 


American Coating Mills, Inc:, announces the re- 
moval of its office to Room 1915, 22 E. 40th St., 
New York. The telephone is Lexington 2-4050. 


Curtis C. Chapman Company—designing, adver- 
tising and sales promotion—180 N. Michigan Ave., 
Chicago, has recently issued an attractive booklet 
‘‘New Ideas’’ which, in addition to philosophic ob- 
servances and quips, includes some interesting refer- 
ences and illustrations concerning its services. 


Prize winners in the Industrial and Advertising 
Design Competition sponsored by the Association of 
Arts and Industries, 230 East Ohio St., Chicago, in- 
cluded the following: William K. Allen, New York, 
for a pen and pencil box display for The Wahl Company 
and also a carton for Campfire Marshmallows; Frank- 
lin C. Walker, Evanston, IIl., for the Whiz candy bar 
label for Paul F. Beich Company. The Chicago 
Carton Company was among the contributors of the 
prizes offered. 

This competition was held and the practical prob- 
lems given by manufacturers in Chicago to stimulate 
interest in industrial art. Many of the designs that 
were sent in had a good idea but the practical applica- 
tion and presentation were weak. Where experienced 
designers and practical men competed their work was 
immediately distinguisiable. The great mass of mate- 
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IN THE PACKAGING 


@ 


INDUSTRY 


rial that came from students throughout the country 
indicated that a practical industrial art training based 
on the fundamental principles of the industrial art 
schools in Europe is essential in the United States. 


Announcement is made of the purchase of the 
United States Automatic Box Machinery Company 
and the National Packaging Machinery Company, 
formerly owned by the late Percy E. Ginn, by a new 
company which will operate under the name of the 
United States Automatic Box Machinery Company, 
Inc., of which O. W. Wikstrom is president. For over 
twenty-five years Mr. Wikstrom has been associated 
with the former companies supervising the design, 
manufacture and installation of labor saving pack- 
aging machinery and box making machinery. 

Parts or devices for use on all machines manufactured 
should be purchased from the new company, as only in 
this manner can any machine user avoid responsibility 
for the proper working of the machine, as well as the 
liability of infringement of patents. 

All previous arrangements whereby certain selling 
agents handled sales of the ‘‘National’’ line, which was 
at all times manufactured by this company, have been 
withdrawn, and all patent rights, good-will, etc., are 
the sole and exclusive property of the present company. 


LATEST TRENDS IN LIQUOR PACKAGES 


HE displays at the National Wholesale Liquor 
~ Dealers’ Association convention held during the 
week of Sept. 24 at Grand Central Palace, New York, 
were an indication that liquor and wine manufacturers 
and importers are taking their packaging problems seri- 
ously. New designs in bottles, labels, closures and gift 
packages have been called upon to meet the increasing 
demand for dealer and customer attention. Old estab- 
lished brands have discovered that the traditional bottle 
shapes and labels are not, in many cases, sufficiently at- 
tractive to compete with the new brands and for this 
reason have made radical changes. New brands have 
employed all the newest developments in the pack- 
aging art in order to obtain customer attention. A 
brief summary of the phases of packaging covered 
by the exhibit follows: 

Many of the brands well known before prohibition 
have retained the standard shape and color of the bot- 
tles. In these instances the packages have been brought 
up to date by the use of new closures, labels of more 
modern type and, in many instances, printed cartons 
and displays. Novelty shapes, some with re-use value, 
were plentiful, particularly for cordials. Containers of 
colored glass, as well as porcelain in unusual shapes 
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RANDING YOUR PRODUCT 


INCE pre-historic times, man has placed his 
name, mark or emblem on the result of his 
craftsmanship. Pride—and an_ inborn 
respect for quality induced him to do this. 
Today — modern manufacturers who strive to 
produce worth-while merchandise, label their prod- 
ucts so that the ultimate user can identify them. 
Incidentally, clever merchandisers realize that 
their label is the one piece of advertising that 
receives undivided attention—and stays in the 
home for a considerable period of time. 
Your label is the keystone of your advertising 


program —it deserves intelligent thought and 


attention, both from the design and manufacturing 


standpoint. Quality of merchandise is never 
reflected from a poorly executed label, wrapper 
or container. 

The House of Kittredge has specialized for half 
a century in the production of fine printed labels 
and wrappers for America's most discriminating 
buyers. We have never lost sight of the fact that 
ours is a distinct contribution toward the success 
of the product. 
quotations 


Correspondence and requests for 


invited from reliable organizations. 


GUALITY LABELS for QUALITY MERCHANDISE” 


R. J. KITTREDGE & COMPANY 


812 W. Superior Street, Chicago 


This sheet coated by our exclusive 

KITTLACO process, which intensi- 

fies colors, adds lustre, and makes 
it moisture-proof, 


Label Designing, Embossing, Die Cutting and Varnishing. Printed Box Covers and Wrappers. 


pa’. 


THE LABEL Helps Sell YOUR MERCHANDISE 
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and colors were many. Among the novelties was a cor- 
dial bottle divided into four sections. Each section con- 
tained a different cordial. 

A marked simplification of labels was noted. Type 
faces have been changed and extraneous matter ex- 
cluded to provide easier identification and to prevent 
confusion on the dealers’ shelves. Metal foil labels are 
being employed to attract attention and to aid dealers 
in arranging attractive displays at the point of sale. 
Reproduction of signatures in both black and colored 
inks point the way toward customer recognition and 
aid in creating a demand for the product. 

In order to obtain full display value of the product 
many manufacturers are using cartons. Those dis- 
played were in bold poster style and printed in colors. 





Among the unique packages shown at the recent liquor show is 
the bidon or French canteen used for Rene Briand Cognac dis- 
tributed by Foreign Vintages 


Many of them are varnished and because of the addi- 
tional light reflection give particular display value to 
the product contained. In many instances the carton 
is also used to provide protection for the bottle and to 
carry package inserts advertising kindred products. 

A serious attempt to capture at least a portion of the 
holiday and gift trade was evident. Groups of bottles 
in gift packages were featured by many exhibitors. 
Straw baskets containing three, six and twelve bottles 
for wine and decorative paper boxes designed for re-use 
to contain from one to six bottles of brandy, whiskey or 
cordials were in evidence. One importer displayed a 
group of three bottles set in a round straw base and 
wrapped in transparent cellulose. Individual bottles 
were similarly wrapped and tied with ribbons. 








Here’s the answer 
to your capping problems 


If you cap small runs of a variety of products, end wasteful, 
obsolete hand-capping NOW! The portable, semi-auto- 
matic, swiftly adaptable HERNDON CAPPER costs but a 
fraction as much as a full-automatic machine. Yet plug it 
into any light socket...suspend it over any work table or 
conveyor belt and it will handle all of your capping . . . speed 
production...andcut yourcosts. For the small plant, the 
HERNDON CAPPER is essential equipment. 


For the large packager, it is an indispensable auxiliary. 
It will save the time and labor wasted in stoppage and ad- 
justment of full-automatic cappers when turning out small 
runs...yet it will match the speed and uniformity of full- 
automatic production. 


CHECK THESE ADVANTAGES 


1. Lowest priced semi-automatic capper on the market 
capable of handling all screw caps, including 70 mm. 
sizes. 

2. It saves up to 50% on time and labor compared to hand- 
capping. Caps at incredible speeds. 


3. It caps bottles, jars, tin cans and handles any cap that 
turns ...regardless of size, shape or design. 
4. Turns every cap to uniform, pre-determined tightness. 


5. Fits into any existing production plan...whether your 
containers are in trays, on tables or on a conveyor belt. 


6. Portable...can be moved to any part of plant in five 
minutes. Requires one minute to change cap chucks. 


7. Backed by a four year record of steady service for exact- 
ing packagers of screw-capped products. 


THE 


HERNDON CAPPER 


Write for full information TODAY. 


THE LUDCKE COMPANY 


290 CALIFORNIA STREET NEWTON, MASS. 
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RTON & LABTL CORP 


In an effort to prevent tampering with the contents 
the greater number of manufacturers have chosen 
tamperproof closures. Color and advertising value has 
been added to many of the established brands by the 
addition of new closures. Both molded plastics and 
metal caps are being used. 

Advertising displays for both the individual bottle 
and groups show an interesting variation. These reflect 
in design the design or motif of the label and tie in with 
other forms of advertising. One wine manufacturer is 
using a small waxed cardboard wine cooler to give em- 
phasis to the brand name at the point of sale. 


ONE CUP SERVICE 


ad y E cup service’’ is the accomplishment of the G. 

Washington Coffee Refining Company in its pres- 
entation of a new package for its G. Washington’s 
Coffee. An innovation, too, which embodies conve- 
nience, eliminates waste, assures freshness and provides 





The complete assembly of the new G. Washington package in closed 
position and open, showing individual containers and package insert 


instant service. For the one cup service is a pure tin 
container, crimp-sealed at one end, which contains 


enough pure coffee to make one cup of G. Washing- 
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Booth of the Illinois Carton & Label Corporation at 
the recent exhibition of The National Wholesale 
Liquor Dealers’ Association. Other exhibitors among 
the package suppliers included the following: Alumi- 
num Seal Company; Armstrong Cork and Insulation 
Company; American Perforator Company; Container 
Corporation of America; Dennison Manufacturing 
Company; Ertel Manufacturing Company; Edward 
Ermold Company; Illinois Carton and Label Company; 
Owens-Illinois Glass Company; Potdevin Machine 
Company; Reynolds Metals Co., Inc.; E. J. Schleicher 
Paper Box Company; Steel Band Closure Company; 
Sylvania Industrial Corporation 


ton’s. A red band, which combines harmoniously with 
the natural color of the metal, and the trade mark em- 
bossed on the round end of the cup or tube are the only 
decorations, the effect being a simple yet attractive 
package. To open, just cut the crimped end with 
and there is the product, all 





scissors or a knife edge 
ready for instant use. 

But ingenuity in the packaging job done by the com- 
pany hasn’t stopped with the individual service, for 
there’s always a call for more than one cup. So—in the 
box shown in the illustration there are 15 services. 
The box is Metal Edge, reinforced at the four lateral 
edges and_ self-locking. Further than that—and 
carrying out the color scheme of the individual services 
—there is a metal foil label which covers the top and 
two sides of the box. The label is a product of The 
Stanley Manufacturing Company. The individual ser- 
vices; the box itself; the insert and booklet and the 
label combine an assembly which is distinctly original, 
convenient and most effective. G. Washington’s also 
comes in three size cans for home use: Standard, 11/s 
oz.; Medium, 2'/2 oz., and Family, 4 oz. 


HE directors of Continental Can Company, Inc., 
¢ declared a quarterly dividend on Oct. 10 of sixty 
cents per share on the common stock payable Nov. 16 
to stockholders of record Oct. 29. The 50 per cent 
stock dividend recently declared, subject to the ap- 
proval of the stockholders at a meeting to be held on 
Oct. 15, will be payable on Oct. 25 to stockholders of 
record Oct. 15. This recent cash dividend declara- 
tion will therefore apply to the new shares represent- 
ing the stock dividend as well as to the shares now 
outstanding. 


REDERIC W. GOUDY, dean of American 
=~ type designers, discussed types at the offices of 
the Robert Gair Company, Inc., on Wednesday after- 
noon, Oct. 17. This marks the resumption of the 
series of discussions on packaging and related subjects 
which the Gair Company inaugurated last Spring with 
an exhibition and discussion of foreign packages. 
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FOR THE ACCOUNTANT’S CONVENIENCE 


ae Jor packaging interchangeable date type as used on 
—~ all its accounting machines, Underwood-Elliott- 
Fisher formerly made use of a maple wood box which, 
while substantial, was not quite satisfactory because of 
certain warping which took place. In making a change 
in the package, the company adopted a molded phenol 
resin box which is not affected by the weather. Fur- 
thermore, the new box, with its recessed openings which 
hold the type, permits quicker access to the type. With 
the old box, the metal groove did not allow easy re- 
moval. Both old and new boxes are shown in the 
accompanying illustration. 

The purpose of the interchangeable date type is to 


permit typing of the “month” and ‘‘day” or the 








On the left of each illustration is the wood box formerly used; on 


the right, the new molded box. These boxes are shown in open 
(above) and closed (below) positions 


“month,” ‘‘day” and “‘year’’ by means of a single key 
stroke, thus eliminating the individual operations of 
depressing separate keys for each letter and figure in 
the date. The type consists of metal for 31 “‘days,” 12 
letter ‘‘months,’”’ 12 numeral ‘‘months’ and type for 
four ‘‘years.”’ 

As may be seen in the molded box, recesses are pro- 
vided for each piece of type. The box is hinged and 
furnished with a catch for closing. Screw holes in the 
base permit the box to be securely fastened to the side 
of the machine for convenient use. The name of the 
company is embossed on the top of the box. The ma- 
terial used is black Durez, the molding being done by 
Diemolding Corporation. 














Further Adventures of 
A 
Pill’s-grim 


Progress! 





Thoughtless exporters 
pack him in glass, pad — f:| 

it with wadding, and KEES a 
pack their heavy con- ; 

tainers in weighty cases. 
Four-fifths of the bulk 
and weight are unnec- 
essary. 


And down to South America, the Pill’s-grim 
Progress continues, 





Where Import Duties are based on 
Gross Weight 


That means an assessment for the pon- 
derous weight of glass, of protective pack- 
ing and weighty cases. Why pay excessive 
duty, when you can use beautiful, labelled- 
when-made transparent or colorful con- 
tainers of 





featherweight—unbreakable 


ay CONTAINERS 
“ LT nasleer and 


=a SAVE 80% COSTS 


because The durable, 


attractive Hy- 
coloid jars, bottles and 
vials are one-fifth the weight 
of glass, require a mini- 
mum of protective packing, 
and get your product past 
the customs at astounding 
savings in import duties. 


Ask for Details - - - - 
Write Now, to: 


HYGIENIC TUBE & 
CONTAINER CO. 
42 AvenueL Newark, N. J. 
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MACHINERY—SUPPLIES 


Included in this department are the new de- 

velopments in Packaging Machinery and Equip- 

ment and Package Supplies, briefly described 
for the service of our readers 


NEW BOTTLE AND JAR FILLER 


ESCRIBING its new Vari-Visco filling ma- 

chines, a catalog of interest has just been 
issued by The Karl Kiefer Machine Company, Cin- 
cinnati, Ohio. These machines constitute the most 
recent addition to the Kiefer line of equipment. 

Kiefer Visco filling machines for mustard, salad 
dressing, jelly, apple butter, lard, paint, salves and 
products of like consistency have been used for many 
years. It is stated that the new machines retain all 
the features and advantages claimed for the original 
Visco, such as fine accuracy of fill, clean work, low 
operating and upkeep costs, and that through the use 
of newly developed mechanical principles, it has been 
made even simpler and fills more rapidly. Attention 
is called to the fact that there are no gears to change, 
no pistons or valves to set, when changing from one 


<_ 


size container to another. The new machines are 
equipped with variable speed drives for operating the 
measuring pump, and it is claimed that adjustments 
can be made for filling different quantities in a few 
moments by simply turning a hand-wheel. 

The motor drive is also equipped with a variable 
speed drive, so that the speed of the machine can be 
regulated instantaneously. 

The Vari-Visco filling machine is made in two types: 
One with conveyors for automatic feed and discharge 
of the containers. This is shown in the accompanying 
illustration, and is recommended for handling bottles 
or jars which will permit of automatic handling. With 
this machine, the containers are simply placed on the 
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feed conveyor, from which they are fed automatically 
into the machine proper, filled and automatically dis 
charged upon the conveyor to be taken to the closing 
operation. The other type machine is of such design 
that the containers are carried on trays. This ma 
chine is particularly recommended for odd shape con- 
tainers, or where this style of equipment best suits 
plant conditions. The machine may be had in stain- 
less steel, monel, bronze or iron construction. 


TAMPER-PROOF AND LOCK-TIGHT— 
A NEW LIQUOR PACKAGE 


- NEW liquor package developed by the National 
sat Metal Edge Box Company, 1210 Callowhill St., 
Philadelphia, Pa., embodies several advantageous points. 
The method of closing is such that the box cannot be 
opened without mutilating it beyond further use. As 
is well known, one of the gravest problems of the liquor 
industry is that of bootlegging. And one of the best 
tricks of the bootlegger is to counterfeit packages used 
for popular brands of liquor or to remove the bottle 
from a recognized package, sell it separately and repack 
the package with a spurious product. 

The distiller using the new package need have no 
fear that a bootlegger can closely imitate it nor that 
he can remove the original bottle from the package and 


Motor-drive equipped filling ma- 
chine for jars and bottles. Unit 
provides conveyor for automatic 
feed and discharge of containers 


substitute a bootleg product. The package not only 
protects the distiller against substitution but also 
assures the consumer that he is getting what he pays 
for when he asks for a popular brand of liquor. 

Because of the peculiar construction of Metal Edge 
boxes, it is impossible to counterfeit the package with- 
out a supply of the metal stay and a Metal Edge stayer 
with which to apply it. But counterfeiting is not even 
as simple as this for, if the distiller wishes it, the com- 
pany is prepared to furnish him with metal stay perfor- 
ated with a distinctive pattern for his exclusive use. 

It is not feasible to show by photograph or drawing 
how this package is closed in order that it cannot be 
opened without wrecking it. 














CARTONS FOR HALIBUT 
LIVER OIL CAPSULES 


HE halibut, long known as a delectable fish meat 
7 for the table, now claims new honors among the 
contributors to our vital well being. He still contrib- 
utes his flesh to satisfy the palate of the epicure—but 
so do other sea rovers. The halibut, however, now 
reveals to searching scientists, a secret which he has 
successfully guarded for centuries. He has shown that 
his liver is something like 200 times as rich in Vitamin 
A as is that of his cousin the cod. 

So, one can now take his daily ration of vitamins— 
units that are measured way up into the hundreds, in 
a convenient, pleasant, concentrated form—in a taste- 
less capsule. But those capsules have to be merchan- 
dised in order to do anybody real good; and proper mer- 
chandising of such a product, one so perishable, one so 
vitally necessary to display to eager but uninformed 
consumers, needed proper packaging. Each gelatine 
capsule must be separated one from the other to avoid 
sticking together. Each capsule must be kept tightly 
sealed within its gelatine coating. Provision must be 
made to carefully exclude moisture. 

When one of America’s largest producers was ready 
to package Halibut Liver Oil Capsules the problem was 
presented to Ace Carton Corporation of Cicero, Ill. 
After an intelligent survey of the requirements and a 
good deal of experimentation, the construction design- 
ers of that company produced a successful carton. 

The carton, a telescopic affair, consists of a tray into 
which fits a laminated waxed bed, punched smartly to 
fit each individual capsule and hold it in place securely. 
A safety slip-cover fits over the bed and capsules, and 
a die-cut Cellophane-covered window exposes six, 
eight or even a dozen capsules. The bed unit slides 
into a sleeve which is also die-cut correspondingly. 
The sleeve is printed in the accepted design and colors 
of the distributor. The art work throughout is handled 
in a manner which has great display value, since the 
product lends itself well as counter merchandise. Ace 
Carton Corporation makes these cartons for 25-, 50- 
and 100-capsule capacities. 


i 


ss © COVILL'S yearly production of cosmetic com- 

— pacts, laid out flat, would cover about fifty foot- 
ball fields; the yearly production of lipstick and eye- 
brow-pencil containers, placed end to end, would reach 
from New York City to Niagara Falls; and the annual 
output of bottle caps, cream-jar covers, powder boxes 
and the like would perform equally startling statistical 
tricks.’’ So reads a reference to the package adjuncts 
supplied by the Scovill Manufacturing Company, 
Waterbury, Conn., as included in the booklet ‘‘Masters 
of Metal,’’ recently published and copyrighted by that 
company. The book is well illustrated to show the vari- 
ous manufacturing operations of the company as well 
as the complete line of products made, and the text is 
similarly instructive. 


the name of - 


BUEDINGEN 
has meant QUALITY 


Age is a rarity in the highly competitive box-making 
business. Firms come and go... and only a few come 
through the years with a reputation of high quality . 

in design, in workmanship and in their “relations with 
their customers. 


Such a firm is the house of Ferdinand Buedingen .. . a 
house which has built up its clientele through years of 
service until today it numbers among its customers 
many of the foremost factors in American industry. 


If you want your package to equal, in design and in 
quality the standards you set for your product ... we 
invite the opportunity to discuss your box-making re- 
quirements with you. The services of our Designing 
Department will gladly be placed at your disposal. 
Write to— 


FERDINAND BUEDINGEN COMPANY 


INCORPORATED 


ROCHESTER, N. Y. 
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UPACO RESEARCH SERVICE : 

SOLVES ADHESIVE PROBLEMS Ov 

Two different Adhesives may cost you just as much—per are 

gallon—but one may cost twice as much as the other on Th 

a basis of perfect coverage. For this reason many I 

manufacturers call upon Upaco Research Engineers for me 

special formulae designed to present the lowest possible , 

Adhesive cost—the greatest possible Adhesive quality anc 

for the particular job at hand. The Upaco Laboratories By 

possess hundreds of these formulae and stand always of 

ready to develop a new formula when a new problem bin 

presents itself. Take advantage of this unique service Buf 
and cut your Adhesive costs. 
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UNION PASTE CO. - 
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THIS COUPON CAN answ 


SAVE you UP TO 25% thous 
IN WRAPPING COSTS — 


Themco Fully Automatic Sheeters and Stackers can cut The : 
your wrapping costs by as much as 25%. Transparent displa 
cellulose rolls cost 17% less than sheets and with the of Fil 
Themco you get sheets of exactly the desired size when 
and as you want them—in any part of your plant—with- 








out the wastage always present when stock sheets are REDI 
used. WE | 
Many Themco machines, in candy plants everywhere, 
are now cutting and stacking five to six thousands sheets 
per hour, without operators or attendants. It may be The 
instantly adjusted to any size of sheet or roll. In specifi 
candy and confectionery plants, and in all other cases tt 
where a wide variety of sizes and unusual peaks in de- we om 
mand occur, the Themco can provide distinct and worth- holds 
while savings—can pay for itself in a few months. future 
Investigate this machine. Clip the attached coupon and “delic: 
mail it for full information. and sit 
a a ey The 
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Gentlemen— es . by an « 
Please send me full information about the Themco. G.W. UDD tering 
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STYLING— FOR SHOE POLISHES 


(Continued from page 72) the distinctive lettering 
is by Carl Gunther. The tubes are by A. H. Wirz, 
Inc., and cartons by Gardner, Richardson & Company. 

New this season is a five-ounce flint bottle with 
stippled sides. This feature makes the bottle, by 
Owens-Illinois, easy to handle even when the fingers 
are damp, and adds to its individual appearance. 
The label on this bottle is by F. P. Brown. 

Four different color combinations are employed for 
cartons and tubes in the Checker line. Light blue 
and dark blue in combination denote white polishes. 
By reversing the colors in the design, certain types 
of dressings are indicated. Reddish brown is com- 
bined with buff in the packaging of shoe creams. 
Buff is emphasized in the design when the cream is 
neutral, and the reverse is used for tan cream. Light 
yellow and black are combined in packaging black 
creams. Two shades of green in combination indicate 
suede dressings, with a reversal of colors employed 
for the liquid cleaner. Bottles are made by the Hart 
Glass Company and closures are by different concerns, 
among them Phoenix, Anchor and National. All 
cartons are made by Gardner, Richardson & Company, 
and labels are by the Tolman Print. 

When Mr. Palmer took over B. F. Brown & Company 
seven years ago, shoe polish packages were by no 
means styled. The Checker package was merely a 
checkered package—and no more! The president, 
who had long headed the New England Blacking 
Company, supplying polish for tanneries, factories, 
etc., wondered if a styled package might not be the 
answer to many of his new marketing problems. He 
wrote numerous letters to packaging concerns and, 
though he put his idea of a styled package on the 
shelf for a time, thereby started the ball rolling, with 
results that are apparent in the shoe polish field today. 
The entire line of B. F. Brown polishes is effectively 
displayed in an exclusive section on the street floor 
of Filene’s of Boston. 


REDESIGNING FOR PRODUCTS 
WE LIVE WITH 
(Continued from page 68) 

The Larkin Witch Hazel Shaving Cream tube merits 
specific and detailed mention as a package, along with 
the can of Larkin Men’s Talc, which the department 
holds as nearest to its ideal and as representative of the 
future trend in packaging, the container marked by 
“delicacy of color, dignity of form, refinement of line 
and simplicity of style.” 

The tube and tin are three-color containers with a 
delicate cream shade as the dominant color motif, set off 
by an orange border that features one line in blue. Let- 
tering is in blue. Lines are straight, simple and pur- 
poseful, compellingly leading lines that lead the eye 
directly, unerringly to the product name. Softness of 
the color, together with the straightness and simplicity 





MANY MORE MANUFACTURERS 
HAVE RECENTLY DECIDED 
UPON THE USE OF 


| LUSTEROID CONTAINERS 


The reasons for their choice have varied. But in every 
case, this new type of container has offered definite, 
money-saving advantages over any other material 
available. 


Some have selected LUSTEROID Containers because 
of their light weight...reducing shipping costs. 
Others have chosen them because of their unbreak- 
ability ... cutting packaging, spoilage and returned- 
goods charges to a minimum. 


Many find definite merchandising advantages in 
LUSTEROID’S brilliant color decoration... in LUS- 
TEROID’S elimination of the need for labels and 
labeling. 


If you package in tubes, jars or vials today LUSTER- 
OID can bring to you similar, large money savings... 
similar decided merchandising advantages. Write us 
for samples of these remarkable containers . . . or send 
a sample of your present package. We will return it 
with a suitable LUSTEROID Container and _ full 
information. 


LUSTEROID 


} 
CONTAINER COMPANY, INC. 
Formerly Lusteroid Division of The Sillcocks-Miller Company 
10 PARKER AVENUE, WEST 
SOUTH ORANGE NEW JERSEY 
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Counter rack for glass jars; 
gives height and mass to dis- 
play without risk of knock- 
downand damage. (DW-1209) 
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Great on to 


Ss ECIAL Tovay 


A box of spices, a cartoned 

bottle, a packaged desert 
—no matter how carefully de- 
signed to please the eye, when 
seen—cannot command atten- 
tion all the way 
across a store, or on 
a low shelf, or under 
the counter. Your 
product needs posi- 
tion. Union Steel 
Display Racks will 
win a display posi- 
tion for your prod- 
ucts, as they have 
done for others. 
Write for a bulletin 
illustrating types for 
all merchandise. 


UNION STEEL 
PRODUCTS CO. 
521 Berrien St. 
Albion, Mich. 















Floor rack, combining orderly and 
varied display at top with available 
stock below for customer's selection. 


Grapefruit mound counter display— 
Holds firmly in position 19 pieces 
of fruit with the effect of 29 or 30. 
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of the lines give the package an impressive, effective 
dignity. These two containers are strictly, definitely in 
but two dimensions. No illusion of depth is attempted 
or created in the designs. 

These same two packages—the shaving cream tube 
and the men’s tale can—also exemplify admirably the 
packaging of complementary and supplementary prod- 
ucts in containers featuring the same color schemes, 
lines, designs and lettering. Until recently Larkin 
Men’s Talcum Powder appeared in a can bearing no re- 
semblance to the tube of shaving cream. Now the sight 
of these two products standing side-by-side suggests the 
purchase of both products as necessary adjuncts of each 
other. This is a splendid sample of just how proper 
packaging can create suggestive selling. 

Larkin Co formerly manufactured seventeen differ- 
ent powders in five different types of containers (boxes, 
jars, sifter jars, shaker jars and sifter tins) and in six 
different sizes (2-0z., 2!/;-0z., 3-0z., 31/s-0z., 4-oz. and 
8-oz.). Again consider the complications that arose in 
packaging for the following inventory: 

Four face powders, each with four color options, in 
2-0z. boxes—Larkin, Essfloral, Fioret and Esprit de 
Fleurs. Six talcum powders in 3-oz. sifter cans—Rose, 
Orange Blossom, Violet, Modjeska Bouquet, Baby and 
Men’s. One special talcum powder, Essfloral, ‘‘the per- 
fume of 40 odors,” in its own special 3!/2-0z. jar. Five 
toilet and body powders—Deodorant Toilet Powder in 
a sifter jar, Esprit de Fleurs Dusting Powder in an 8-oz. 
box, Bath Powder in a 3!/»-oz. sifter jar, Tooth Powder 
in a 2!/4oz. jar, and Powdered Shaving Soap in a 
shaker-top jar. All these, plus the highly individual- 
istic 4-oz. package of Incense Powder. 

Today all face powders are in three price-class lines. 
Two powders have been discontinued, the bath powder 
and the powdered shaving soap. Special powders which 
are adjuncts of the face powder lines, such as body, 
dusting and deodorant powders, are now packaged in 
harmony and uniformity with whichever face powder 
price-class each special powder fits into. 

Even in their own line, taleum powders are distinc- 
tive items. There is the tale for men and the talc for 
baby. Then there are for women such concentrated 
scents as rose, violet and orange blossom. So, although 
all Larkin talcum powders are in cans uniform in size, 
shape and style, still each talc retains its own distinctive 
package treatment manifested in the line, color and de- 
sign of the container. Incense powder naturally retains 
its own distinctive container, a container in delicate 
pastel shades and oriental design that convey consu- 
mately the mysticism of the Orient. 

All powder cans are by the American Can Company; 
powder jars by Owen Illinois Glass Company and Hazel 
Atlas Glass Company; powder boxes by the Electric 
City Box Company, Inc. All talc cans are filled on a 
fully automatic Pneumatic powder filling machine. 
Face powders are packaged on a Stokes semi-automatic 
rotary powder filler and a Stokes manual powder filler. 
The other powders are filled on Day semi-automatic 
powder fillers. 
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Larkin Co formerly manufactured seven different 
lotions in bottles of three different sizes, shapes and 
styles, as follows: Derma Balm and Almond Cream 
Lotions in 3-oz. bottles; Hair Wave Lotion, Skin 
Freshener, Face Powder Lotion and After-Shaving Lo- 
tion in 4-oz., and Ambrene Balm in 8-oz. bottles. 

Today all Larkin lotions, now six in number with the 
discontinuance of Ambrene Balm, are in 3-oz. bottles of 
the same style and shape, using the same kind of closure 
and bearing similarity of color and line. Lotion bottles 
and closures are by Owens Illinois Glass Company and 
The Closure Service Co. Along with perfumes and 
toilet waters, lotion bottles are filled on the two fully 
automatic Pneumatic vacuum fillers. 

To convey some slight idea of the complexity of pack- 
aging a complete line of toilet preparations, let it be 
noted here that this article has detailed the repackaging 
of but four of the eleven major lines that comprise the 
field of toilet preparations. We have detailed the 
repackaging of perfumes, toilet waters and sachets; 
creams; powders; and lotions. 

But scant mention, however, has been made of the 
products that fall into the seven other major lines: 
Rouges (including lipsticks); deodorants (cream, pow- 
der and liquid); dentrifrices (creams, powder, liquid 
and mouthwashes); hair preparations (tonics and 
shampoos); manicure preparations; bath preparations 
(bath powder, salts and liquids). 

Lastly there is the division called miscellaneous toilet 
preparations and embracing such products as smelling 
salts, rubbing alcohol, witch hazel, bay rum, headache 
cologne, rosewater and glycerine, tooth brushes, dental 
plate brushes, cleaning tissues, razors and razor blades, 
shaving brushes, cold and cough tablets, cough syrup, 
aspirin tablets, cleansing fluids, moth exterminator—to 
list but a few. 

With such a diversity of products falling naturally 
enough under the one classification of toilet prepara- 
tions, simplicity and uniformity of packages and pack- 
aging processes become most vitally essential ideals for 
which to strive. This is true not only from the neces- 
sary standpoint of economical production and inven- 
tory, but also from the viewpoint of the manufacturer’s 
package identity. Uniformity and simplicity of pack- 
ages is absolutely essential lest the manufacturer’s pack- 
age identity be lost in a veritable myriad of different 
containers—containers of paper, tin, glass, metal and 
molded composition ware—containers for widely differ- 
ent uses and purposes—containers of greatly varying 
sizes, Shapes, styles and types. 

A striking sample of how Larkin Co is striving to- 
ward this goal ideal of uniformity and simplicity is the 
new five-color label and carton in which will be pack- 
aged all perfumes, lotions and creams that are in the 
same price-class line. Carrying the products of three 
different toilet preparation lines—perfumes, lotions and 
creams—that are closely allied in purpose and usage, 
the new lithographed carton and label fit themselves 
effectively and successfully as carriers and identifiers of 
the three different products. 





a " 
FOR THOSE 


HOLIDAY PACKAGES 
---THE MILLER 

















Wrap Your Product In 


Cellophane—Yet Save 
With a MILLER 


HE Miller Semi-Automatic Wrapping Machine wraps 

and heat seals cellophane or waxed paper on packages 
of every type. Simple in operation, it may quickly be ad- 
justed to a wide range of sizes. It operates at a speed up 
to 600 or more packages per hour with one operator, or 
1,000 or more with two operators. Send us samples of your 
packages and we will return them wrapped and sealed by 
the Miller. Write for a circular. 


MILLER WRAPPING & 
SEALING MACHINE CO. 


14 South Clinton Street, Chicago 
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A TALK ON PROFITS 


| 


by: Ad Hesive 


a TAR wrapping composition 
\ for the paper box trade re- 
quires no preliminary prepara- 
tion. It can be melted right in 
the glue pot, prevents warping 
and blistering, and is sold at a 
very interesting price. 

Our Star non-warp glue is for 
the same purpose and, because 
of its high concentration, is very 
economical. 

The Star line includes adhesives 
for every type of packaging 
work. 


|| BINGHAM BROTHERS 


(Founded 1849) 
All Kinds of Rollers and Adhesives 





| 
| COMPANY 
| 


406 PEARL ST., NEW YORK 


ROCHESTER, N. Y. PHILADELPHLA, PA. 
980 Hudson Ave. 521 Cherry St. 
es BALTIMORE, MD. 
131 Colvin St. 

















What an ideal HOTEL 
for your CONVENTION! 


Unequalled facilities and perfect location directly on the 
Boardwalk—Just a few minutes from the World’s largest con- 
vention hall—Convenient to all transportation—Ample parking 
space and private garage. Complete Hotel Service. 


Spacious Sun Decks—Large Swimming Pool 
Bar—Grill—Cocktail Lounge 


Many activities and enjoyment for all with Golf, Fishing, 
Tennis, Horseback Riding right along the Beach and all 
available to Convention Guests. 


Write for Special Rates and outline on arrangements to 


Pyesident 


ATLANTIC CITY, NEW JERSEY 
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In sky blue, gray blue, cerise, yellow and orange, the 
carton portrays sky, mountains, river and waterfall, 
land and trees, just as the products the carton carries are 
conducive to bringing out the natural beauty of woman. 
The same five-color label on the bottles bears the identi- 
cal rural portrayal. 

Lastly, Larkin Co has found that by simplifying the 
package and having it uniform in shape and style, the 
company has been able to adapt the package to machine 
production which it believes to be more sanitary, more 
efficient and economical, and more accurate in dispens- 
ing materials, than is hand packaging. 

Of course there are and may always be a certain num- 
ber of toilet preparation products whose distinctive and 
individualistic character demands an equally distinctive 
and individualistic container which in turn calls for 
hand packaging. 


RED WITH BLACK IS NICE! 


(Continued from page 60). I say simple, but the 
final arrangement, size of name plates, size and position 
of circle were not simple to settle. 

Closures were important, particularly for the paste 
and mucilage. As a result, we think we are going to 
have, as soon as patents are granted, a new type of 
paste and mucilage closure and spreader with decided 
advantages over preceding ones and our present one. 
On the ink units, the caps are all colored to match the 
circle indicating the shade of ink for further quick recog- 
nition. The stationery, price lists, display materials 
and color cards, were all designed to carry out the 
family resemblance. 

It may be interesting in connection with protect- 
ability of the design to mention the development of the 
name Rux.tone. It was of course inspired by the 
name of the new company which markets the line— 
Ruxton Products, Inc. Long discussions with the legal 
staff developed strong reasons for not using the name 
Ruxton. Out of many experiments came Rux.tone, 
dividing the original name in two, adding “‘e’”’ and in- 
serting a dot. The result is far superior as a name in 
sound, looks and, most important, protectability. 
Showing that what some might call legal quibbling, 
produced a better name because of the very legal ob- 
jections raised. 

In case some one may feel that we had an advantage 
by not including the company name on the labels, we 
might say in passing that this was a definite merchan- 
dising decision. It was done to make repeat customers 
go to the dealer instead of sending them to the manu- 
facturer, which they might do if the manufacturer's 
name was on the package. 

The management of both the subsidiaries and the 
parent company were perfect clients. They leaned 
over backwards in striving for perfection and it was 
stimulating to work for them and with them. B. A. 
Brady’s idealism and W. H. Ruxton’s enthusiasm con- 
tributed the fuel power for the creative machinery. 
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$35,000 ANNUAL SAVINGS additional saving of over $1000 a year was made. 


At present the writer is working out some means of 
shipping wringer rolls in corrugated shipping cases 
instead of wooden boxes. The standard package is 25 
rolls per box which does not exceed the 90-Ib. maximum 
specified by the freight authorities, but due to the shaft 
extending from four to eight inches beyond the end of 
the roll itself, this product has always been shipped in 
wood boxes. A few thousand rolls have already been 
shipped in a special 400-lb. test corrugated case and so 
far it has proved successful. When fully developed, 
this idea will save from $3000 to $4000 per year. 

Space does not permit a full list of the savings ef- 
fected through redesign but it seems perfectly obvious 
that any company which constantly checks their pack- 
aging materials and labor will find this work reflected 
favorably in its profit and loss statement. 


(Continued from page 48) to a non-test corrugated 
carton, two of these being shipped in a 275-lb. test 
shipping case. By packing these heels bulk, 100 pairs 
to a corrugated shipping case, entirely eliminating the 
inside containers, a saving of $6000 per year was 
realized. This new shipping unit was received so well 
by the shoe manufacturing industry that immediately 
another change was made. The more popular sizes 
were packed bulk, 200 pairs per shipping case and an 


«¢ © POT CROWNS?” are well illustrated in actual 

=" colors—separately and in place on their corre- 
sponding bottles—in a new 62-page booklet bearing 
that title, published by the Crown Cork & Seal Com- 
pany, Inc., of Baltimore, Md. The accompanying 
text is such as to answer all questions pertaining to 
design, sealers, utilization, application, etc., and will be 
found an invaluable guide to beverage manufacturers. 
Actual samples of various ‘‘spots’’—aluminum foil, tin 
foil and other metallics as well as glazed and other 


Weinger « rolls pecked | for or shipment. Photo by Kime papers—are included. 











Design Your New Container 
to Sell the Prospect and 
Serve the Customer 7 








A-R-C PLASTIC -MOLDED 


| ‘ini » beauty FOR DISPLAY VALUE 


A-R-C 
PLASTIC-MOLDED “X 


| = < i A utility FOR SALES a 






A-R-C Plastic Molded re-use containers sell 
your product-prospects by attention-compelling 
modern beauty. They serve the customer long 
after the contents have been used—and, while serv- 
ing, remind the user to replenish her stock of your 
product. Every A-R-C container is custom molded; 
designed for your product alone! 


CORPORATION 


SCRANTON, PENNA. 





Executive and Sales Offices: 1776 Broadway, NEW YORK @ Chicago Detroit Cleveland Hollywood, Cal, 
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PACKAGE IDENTIFICATION 


WALDRON "AND PROTECTION 
WARING | (Continued from page 44), but a period of grace is 


granted to allow packagers to use up their existing 
MACH ! N ES | | stocks of labels, etc. 
| First of all, the Federal Alcohol Control Administra- 
tion imposes upon all distillers the obligation to post 
what it terms ‘“‘Mandatory Label Information.”’ The 
package is required to bear the brand name, name and 
address of marketer, etc., in addition to information 
as to age, alcoholic content, coloring, flavoring and 
blending materials. Elaborate machinery is provided 
for compelling the package to fix respcnsibility by 
proxy when the merchandising is in hands other than 
the actual distiller’s. ‘“‘Bottled By,’ ‘Bottled For,” 
Operates with either water “Imported By,’ “Blended By,” and other qualifying 
. bath for high luster or cyl- clues are arranged to make every package give a proper 
ee oe inder chilling rolls for use indication of its source. 
| with brine. Equipped Sternly the mandate says that no fictitious or arbi- 
Coating ander ‘anieeemmmmpate trary trade name for any distiller, rectifier, importer, 
MACHINES _— oa — — wholesaler, retailer or bottler shall be used on any 
Laminating ind nit ee a. bottle unless such use is permitted by the law of the 
MACHINES ing. Write for full details. State in which the spirits are labeled and such name 
Sitters | has been approved by and registered with the Federal 
Alcohol Control Administration. 
JOHN WALDRON There must be filed with the Control Administration, 
CORPORATION and also with the appropriate Code Authority or 


Main Office and Works: NEW BRUNSWICK, N. J. os : ; : ; 
hihagaaaa scan Divisional Committee, six specimens of all brand labels 








Chicago New York Portland, Ore. 


ENN IIIS and all back or other labels. Together with specimens 


of all devices, wrappers or individual cartons, other 
than entirely unmarked material used in the packaging 
of distilled spirits. 

Package redesigning brings, under these revised rules 
of conduct, the obligation to place on file the altered 
labels, devices, wrappers or cartons. The regulations 
deny certain locations to labels—for example, over the 
mouths of bottles. Likewise does the Administration 
give orders requiring ‘contrasting background’ to 
insure the legibility of package inscriptions. Generally 
speaking, no package inscriptions are allowable in 
script, type or printing smaller than eight-point face 
caps save in the case of bottles of a capacity of less 
than one half pint. Packagers have to toe the mark 
on all the above because all package details are reviewed 
upon submission by officers of the Administration and 
their views as to conformity to the regulations are 
stated in writing to members of the industry. 





/ OVEMBER elections come to mind whenever 

one thinks of the contacts of the Government 

with packaging and package ‘“‘dress.’’ For, upon the 
outcome of this autumn's Congressional elections will 
depend, to some extent, the immediate future of pack- 
age prescription and protection. The entire member- 
ship of the House of Representatives is elected in 
STRENGTH WHERE IT IS MOST NECESSARY November and more than one-third of the membership 
WHEELING STAMPING COMPANY of the Senate. That means that even if there is no 
Factory: Wheeling, W. Va. Representative: Geo. K. Diller change in the party control of Congress it is yet possible 
B. E. Stover, Sales Manager 90 W. B’way, New York for the realignment of the Congressional personnel to 
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influence the fate of packaging legislation through 
shifts in Congressional committee chairmanships and 
regroupings in the committees where the real work of 
statute making is performed. 

For example, packagers, impatient for better pro- 
tection for packages and package-identifying features, 
have chafed, this past two years, at the inaction of 
the House Committee on Patents. There is a tradition 
that legislation for the protection of “‘industrial prop- 
erty’? must originate in this committee. But, under 
the reign of Congressman Sirovich, the committee 
activities have been restricted, with a net result of 
nothing. The pending revision of the Trade Mark 
laws, the proposal to set up a system of Design Regis- 
tration, and other projected aids for the cause of original, 
creative, package individuality have advanced not a 
jot. Peeved packagers might sigh in relief and raise 
hopes if a shake-up of the committee were to break the 
deadlock which exists. 

Under the new time table, the Congress elected in 
November will get to work early in January, instead 
of waiting a full year as under the old order. What- 
ever the size of the working majority in the 74th 
Congress a fresh effort will be made to put over the 
Tugwell-Copeland model of a Food, Drug and Cos- 
metic Bill. But even though this sensational candi- 
date hogs the limelight, the deeper interest of far- 
sighted packagers will be in the other long-frustrated 
legislation. 


—7isi packaging is slated for a radical shake-up, 

as one more consequence of the reverberations 
in packagedom of the New Deal. The uplift is to 
come to fish packing in consequence of the latest and 
separate plan to amend the Federal Food Act. The 
purpose of the annex to the statute is to provide for a 
new system of ‘“‘supervision’’ by the Department of 
Agriculture, said system to embrace packaging and 
labeling, as well as examination and inspection of 
plants, materials and methods. Presumably this new 
Federal sponsorship will be optional with the individual 
fish packer. If a packer goes in for it, paying the fee 
required, he will do so for the sake of the prestige he 
may derive from the proclamation on his package that 
the unit has been put up under Uncle Sam’s eye and 
meets his approval. 

The program mapped out for operation under the 
new law is especially notable in that it presents Uncle 
Sam as an endorser of code marking and dating for 
packages. Under the projected regulations, cans and 
other immediate containers would have to be marked 
with codes to show at least the establishment where 
packed, day and year of packing, hour or batch number, 
the species of the fish, and the style of the pack. It 
will be further stipulated that the official O. K. shall 
not be granted to any unlabeled fish packages nor to 
packages bearing any labeling except that approved 
by the Federal Food and Drug Administration. If a 
packer desires to plume his package with the boast: 
“Production Supervised by the U. S. Food and Drug 
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Courtesy of Chicago Flexible Shaft Co. 


MOLDED HANDLES 


Bakelite Molded Handles on electrical appliances remain 
cool to the touch, for they are good insulators of heat as 
well as electricity. 

They possess unusual strength; they never rust nor cor- 
rode; never lose their fine finish. 

Fashioned in attractive form (in lustrous colors if 
desired) Molded handles give added sales appeal to any 
product. 


CHICAGO MOLDED PRODUCTS CORP. 








2142 Walnut St. Chicago, Ill. 





BRAND 


ADHESIVES 
STRENGTH * DURABILITY * QUALITY 


a,” elas GLUES FOR EVERY 


YPE 
PLAIN CELLOPHANE 
MOISTURE-PROOF CELLOPHANE 
SYLPHRAP 
KODAPAK 
PROTECTOID 


ARTON GLUES FOR EVERY TYPE 
OF AUTOMATIC MACHINE 

JOHNSON AUTOMATIC 

PNEUMATIC SCALE 

J. L. FERGUSON 

STOKES & SMITH 

REDINGTON SEALER 

BRIGHTWOOD MACHINE and all 


other sealing makes 


Let us consult with you on any and every problem of glue 
and adhesives. Our Technical Department is at your 
service. Samples—of course. 


MANHATTAN PASTE & GLUE CO., Inc. 
382 SECOND AVE., NEW YORK 


Philadelphia—Chicago—Buenos Aires 


AORN SNE AA AS AA ATTRIB 
OCTOBER, 1934 











“FILMA-SEAL" 


(the double seal of cap and film) 





Do you have a sealing problem in your pack- 
aging? ® 

We are prepared to prove that the 
GUTMANN C. T. Cap and “FILMA- 
SEAL” either in the clear FILM or Type J 
(TAMPER-PROOF SEAL) is not only the 
solution of your problems but the most 
hermetic seal in your experience. 








Prevents Leakage and Evaporation 

Is a GUARD against COUNTERFEITING 
Cap may be printed with a warning 
to purchaser not to accept if inner 
seal is broken or tampered with. 


Used on many Nationally known 
advertised products 


FERDINAND GUTMANN & CO. 
BROOKLYN, N. Y. 
Established 1890 
-Trade Marks Reg. 


U. S. Patent & Pats. Pending 


OTEL WALTO 


where old-fashioned hospitality meets every mod- 
ern convenience and service. Close to offices, 
shops, theatres and historic treasures. Dine on the 
delightful Roof Garden ... or the popular Walton 
Gardens — Philadelphia's only sidewalk cafe. 















350 Rooms with Bath 
Garage Facilities 
Rates begin ot $2.50 


CHARLES DUFFY 
Manoger 
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Administration’ he must have satisfied the censors by 
his package labels—their size, style of background and 
“strongly contrasting color.”’ 

Although all the details for this new venture in 
package certification have been hatched as above out- 
lined, the project is yet in the air. Not only must 
Congress give its consent, but even the layout of re- 
quirements is not conclusively settled. The regulations 
as mapped out are tentative. Packagers of fish are to 
have opportunity to offer their comments and con- 
structive criticisms. When a cross section of trade 
sentiment has been obtained, the regulations will be 
drafted in final form and we shall have a unique new 
version of ‘‘certified packaging.”’ 


I EDESIGN cannot, automatically, be stretched 

to afford trade mark protection for the new or 
extra added features of the restyled package. This 
lack of elasticity has just been bulletined, so to speak, 
by a pronouncement from the U. S. Department of 
Commerce. The General Baking Company supplied 
the experience by which similarly minded packagers 
may profit. The company, some time ago, added to 
its package copy the notation ‘Sunshine Vitamin-D.”’ 
And, on the strength of that the firm undertook to 
block the Commander-Larabee Corporation when the 
latter sought to register the name ‘‘Sunfed”’ as a pack- 
age-mark for the same class of goods. The Commis- 
sioner of Patents, on appeal, ruled that the trade 
marks were not confusingly similar. Incidentally, he 
indicated that when a brand (in this instance ‘‘Bond’’) 
has been made the outstanding identifying feature of 
a package, the packer cannot expand his monopoly by 
tacking on a supplementary phrase that does not 
materially change the appearance of the package and, 
instead of serving for purposes of identification, merely 
indicates the presence of an ingredient. 

While this news was in the making, the trade mark 
traffic officers at Washington were rooting another 
principle that may have many an application in future 
merchandising practice. Umpiring a clash between a 
marketer of citrus fruit and a packager of a well-known 
popcorn confection, the U. S. Commissioner of Patents 
indicated that his office, in awarding trade mark fran- 
chises will draw a distinction between packaged and 
unpackaged goods. The candidate ‘“‘Cracker Boy” 
was seeking an official license. And the owner of 
“Cracker Jack’’ protested. In the last analysis, the 
Federal referee held that there was room for both 
brands because “‘Cracker Jack’’ is used only on a 
specialty sold in package form, and in small cartons at 
that, whereas ‘‘Cracker Boy”’ citrus fruit goes to market 
in large boxes or shipping cases and the nickname 
appears only on the bulk receptacles. Ultimately, no 
doubt, the courts will be called upon to decide whether 
valuable trade mark rights can be thus circumscribed 
because, for the time being, the owner is wedded to the 
small-size consumer-package, while a later user of the 
same name-motif is, for the present, identifying only 
wholesale units. 
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KARL KIEFER 











AUTOMATIC ROTARY AIR 





CLEANER FOR BOTTLES 


OTTLES may be cleaned by water 

or by air, but to clean success- 
fully by air requires 60 to 80 pounds 
of air pressure. The Kiefer Rotary 
Air Cleaner blows the foreign matter 
out of the bottles with 60 to 80 pounds pressure and is 
dependable for a thorough job of cleaning bottles. 


It is being used in many plants bottling liquors, medicines, 
food products, etc., with splendid results. 


It is one of the modern Kiefer machines that clean glass 
containers by means of compressed air. 


Write for our new catalog on cleaning methods and machines—containing 
valuable information on this subject; also our catalogs of our complete line of 
bottle-filling machines, conveyors, filters, pumps, etc. 











THE KARL KIEFER MACHINE CO, Sire Extun Asens: 


Cincinnati 1775 Broadway 
New York 
Sales Representative Pacific Coast: 
P. Jorgensen T. C. Kelly M. C. Finn A. J. Sterling 
311 California St., 999 WW. Adams St., 10 High St., 295 Broadway, Room 1209, 
San Francisco, Cal. Chicago, Ill. Boston, Mass. New York, N. Y. 

















Our line of manufacture includes a variety of paper cans and 
composite cans for insecticides, chemicals and various other 
food products. 


Cosmetic manufacturers will find our Talc and Dusting Powder 
Containers both attractive and economical. Made in a variety 
of sizes, they are readily adapted to colorful wraps—litho- 
graphed, printed or with raised printing. 


Let us help to make your package a sales builder. 


CROSS PAPER PRODUCTS 
CORPORATION 
THIRD AVE., AT 140TH ST., NEW YORK, N. Y. 














OCTOBER, 1934 


95 








. who have designed or manufactured or 
sponsored a new package know the joys of creation. You know you have solved your problem in 
the best possible manner. 

But, how would your package stack up against the year’s best? What would the foremost author- 
ities on packaging, merchandising and advertising have to say about it? 
That’s the question the All-America Package Competition can answer for you. Entry entails no 


expense. And past experience has shown that All-America prize winners win more than mere 


acclaim. Each year, the judges’ choices have proved their merit by winning dealer and consumer 


acclaim as well. 


See the August issue of Modern Packaging for full details or write for entry blanks to D. E. A. 
Charlton, Editor, Modern Packaging, 425 4th Ave., N. Y. C. 


ALL-AMERICA package competition..... 1934 
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HE Gulistan rug package which was illustrated 
“ and described on page 40 of the September issue 
was made by the paper box division of The Warner 
Brothers Company. 


-* HOWN in illustration on page 69 of the August 
number was a group of molded caps. Among 
these are the High Hat and Chanticleer caps of Ameri- 
can Spirits, Inc., which were shown with others 
molded by Armstrong Cork & Insulation Company. 
HE New Yorker recently quipped “Our ghastliness 
“ prize for the week ending September 22nd goes to 
the Chiclet people, who do their little things up in stuff 
called Sylphrap. There is enough horror in the world 
without bringing Sylphrap into it. Even if we were sure 
that sylphs wore cellophane pants, we couldn’t help 
dividing the word the way it first seemed natural to 
divide it: syl-phrap. Phrap for short.”’ 

Our own ‘‘chamber of horrors,’’ somehow or other, 
does not seem to compare in listings with that of this 
esteemed and thoroughly enjoyed contemporary. Per- 
haps, too, we lack a sense of humor—or at least fail to 
express it in our columns. We do seem to recall, how- 
ever, that a famous auto manufacturer at one time was 
favored with a wide circulation of facetious stories re- 
garding his product. And these anecdotes were hardly 
derogatory to his sales. Every now and then, it seems, 
one’s sense of humor takes the elevator. 


O correct statements which appeared in the 
¢ September issue in connection with the article 
“Two Wedding Rings for Every Bride’ on page 75: 
The outside ring is of specially prepared waterproof 
laminated fibre and the cover is made of a special wall 
board, treated to restrict warpage. The outside of the 
cover is pig grain imitation leather—not a pebble white 
leather as stated. 

A patent on the Wedding Ring has been applied for 
and it is understood that this has now been issued. 





Beauty that is utility—utility that is beauty—is demonstrated in the 

new packages recently designed for the C. H. Musselman Company 

of Biglerville, Pa. The packages are vapor sealed with Whitecaps 

which may be easily pried off without marring. At any time they 

may be pressed back firmly with the fingers, forming a hermetic seal. 
Photo by Heetfield. 








YOU'LL FIND THIS SEAL 
ON 709 MACHINES IN 
































If your carton costs have risen— 
don’t cut quality. Don’t substi- 
tute cheaper board or cheaper print- 
ing. Instead, save all the rise and 
more by installing Peters Junior 
Forming and Lining Machines and 
Peters Junior Folding and Closing 
Machines. These sturdy, speedy 
aids will pay for themselves quickly 
in material and labor savings. They 
have a capacity of 35 to 40 cartons 
per minute, a speed that ordinarily 
would require the work of four hand 
operators. 





OVER 250 DIFFERENT PLANTS 


This simple trade mark identifies the sturdiest, simplest, 
most efficient machines we know how to make—machines 
which have won the approval of hundreds of packaging 
executives and, more important, the approval of hundreds 
of corporation treasurers. 


If packaging costs are endangering your margin of profit, 
cut them—drastically—with Peters Automatic Packaging 
Machines. For full information write to— 


PETERS MACHINERY COMPANY 


General Office and Factory 4700 RAVENSWOOD AVE. 
CHICAGO,U.S.A. 
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ACE CARTON CORP. ; : ; ; : : 100 
ACME STEEL CoO. : 13 
ALUMINUM CO. OF AME RIC A Center Spread of Special 8 Page Insert 
ALUMINUM SEAL Co. Center Spread of Special 8 Page Insert 
AMERICAN CAN CO.. ; : ; : 6 
AMERICAN RECORD CORP. 91 

99 


ANCHOR CAP & CLOSURE CORP. 


BINGHAM BROS. CO. 90 
BROOKS & PORTER, INC Inside Front ‘Cov er ; 
BUEDINGEN CO., INC., FERDINAND ; ; ‘ A 85 SI 


CELLULOID CORP. .. ; 21 
CHAMBON CORP. 29 p 
CHICAGO CARTON CO. 
CHICAGO MOLDED PRODUCTS CORP. 93 te 
CHICAGO PRINTED STRING CO. 
COLTON CO., ARTHUR 











CONTINENTAL CAN CO. eas 
CROSS PAPER PRODU vrs CORP. 95 ¥ 
CROWN CORK & SEAL 17 
al 
DEJONGE & CO., LOUIS . ths Insert 24-25 
DENNISON MANUFACTURING CO, | eae: / - 
DOBECKMUN CO., THE "98 as 
EINSON-FREEMAN CO., INC. 30 it: 
FERGUSON CO., J. L. - 4 . « a Be go 
sENERAL PLASTICS, INC. ; ‘ : Inside Back Cover 
GUTMANN & CO., FERDINAND ; . 94 
HAMPDEN GL AZE D PAPER & CARD CO, ; Insert 8-9 th 
HEEKIN CAN . Reales 
HYGIENIC TUBE ‘& CONTAINER CO, | oe a 
ILLINOIS CARTON & LABEL CORP. 7 
KALAMAZOO VEGETABLE PARCHMENT co he lle 
KELLER-DORIAN PAPER CO., IN Insert 22-23 of 
KIEFER MACHINE CO., KARL eat 
KIMBLE GLASS CO = 0 
KITTREDGE & CO; R. I: Insert 80-81 er! 
LOWE PAPER CO... , 79 | 
LUDCKE CO., THE 81 —! 
CUSTEROID CONTAINER CO., INC. . 87 
on 
MANHATTAN PASTE AND GLUE CO., INC. 93 
METAL PACKAGE CORP. 19 
MICHIGAN LITHOGRAPHING CO 14 ter 
MIDDLESEX PRODUCTS C< Insert 84-85 
MILLER WRAPPING & SEALING MACHINE 89 
MUDD CO., G. W ; 86 of | 
NATIONAL METAL EDGE BOX CO. c * & & & oe & oh ees lar 
OWENS-ILLINOIS GLASS CO.. 39 acc 
PETERS MACHINERY CO. . , ee ce b aOR tall 
PHOENIX METAL CAP CO a 1 
PNEUMATIC SCALE CORP., LTD a Fo 5 
PRESIDENT HOTEL ae a ; 90 eye 
R. C. CAN CO. 26 has 
REDINGTON CO., F. B. 3 
RESINOX CORP. 22 
RIEGEL PAPER CORP. 71 real 
ROYAL & CO., THOMAS M 11 
ROYAL CARD & PAPER CO. Insert 92-93 
fact 
STANDARD SPECIALTY & TUBE CO. ; 16 
STOKES & SMITH CO 69 ure 
Cs SURFACE PRODUCTS CO., INC. anna cemt: 
SUTHERLAND PAPER CO 8 
CS. VANIA INDUSTRIAL CORP. set TT mai 
MAGEE ie) nee. 
TOLEDO SYNTHETIC PRODUCTS, INC ack Cove 
TOLEDO SYNTHETIC Lt Back Cover mar 
eee UNION PASTE ee 
UNION STEEL PRODUCTS ¢ ae ; ; 88 
Re ne UNITED STATES PRINTING & LITHOG RAPH CO : : ; ‘Insert 4-5 Ree ce ae 


WALDRON CORP., — 9 
WALTON HOTEL 9 
-R BROS. CO. ; ; : ; ‘ . 27 
ING STAMPING CoO. - ; ‘ ° é ; 3 . ‘ ‘ ; ‘ ‘ 9 
WHITE CAP CO. . ‘ , : ; : ‘ ; , ‘ : ‘ 7: 
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ATTRACTIVE PACKAGING... 
FINE! ._.{.BUT HOW ABOUT 


ATTRACTIVE PRODUCTS? 


0. NoT let enthusiasm for a finely 
designed or beautiful package obscure your 
sight of the real essential in packaging... full 
protection to the product. The thing you want 
to be absolutely sure of at all times is that your 
product arrives in tip-top shape; that its taste 
and flavor delight the palate, that its aroma is 
as delicate and delightful as it should be, that 
its strength and purity are intact, every bit as 
good as the day it was put in the package. 

All that merely means close attention to 
the closure you select. from the standpoint of 
protection. 

Anchor has always been a strong advocate 
of effective design: we have helped in the mod- 
ernization and re-design of numerous packages 
—but never at the expense of sealing. That's 
one reason why in the course of the last quar- 
ter century we have developed a wide variety 
of types of closures. Some of these are particu- 
larly suitable for certain products, some to 
accomplish certain purposes, or to achieve cer- 
tain effects, but all have been designed with an 
eye to protection, first and foremost. Anchor 
has been in the closure business too long not to 
realize the importance of that vital factor, a 
factor that often determines the success or fail- 
ure of a packaged product to establish and 
maintain itself under the highly competitive 


market conditions of today. 





ANCHOR CAP & CLOSURE CORPORATION 
LONG ISLAND CITY, N. Y. TORONTO, CAN. 


DetRoIT 
PuILa- 


CLEVELAND 
New York - 


CHICAGO 
MontTREAL - 


Branch Offices: ATLANTA + Boston 


Houston - Los ANGELES - LOUISVILLE - 


DELPHIA * PITTSBURGH - ROCHESTER « SAN FRANCISCO - St. Louis - Toronto 
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for HALIBUT LIVER OIL 


CAPSULES 


THE ingenuity of Ace Creators brings forth a 
perfect carton for packing and displaying Halibut 
Liver Oil Capsules. 

o 


EVERY desired feature is here! 


V Compact bedding . . . Easily filled —Easily removed. 








V Keeps capsules in perfect condition. 
V Moisture-proof . . . rattle-proof. 


V 100% more display area and value. 


lew Yor 
rgest Sup 


rabon 
e rica's Largest 
lion Lives Ot onc! other More economical by far than any other type of set-up box! 


V sis is a compact folding carton. 





If you pack or distribute Halibut Liver Oil Capsules 
under your name, or for private brands, Ace Carton 
Corporation offers this carton as a perfect solution 
to your problem. 

€ 


WRITE US for quotations on Halibut Liver Oil Cartons. . . 
WRITE US regarding any or all the carton problems you might have! 


@ © 
S200 4 


2 Our service, of course, is COM- 
PLETE... Artwork, plates, mer- 


chandising counsel — everything 4, 


to produce perfect packaging. Creators 
* CiCam * * ILL. 


ACB CARTON COMPORRIIORY 


2540 SOUTH 50th AVENUE CICERO, ILL.eCRAWFORD Olli 
38 SOUTH DEARBORN CHICAGO.ILL.eRANDOLPH 1623 
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~~ HE genius of Community Plate 


( leadership embraces an infinite 
capacity for taking pains .. . for seek- 
ing completeness in every undertaking. 

And so, to enhance the traditional 
beauty of their finest silver plated sil- 
verware Community Plate has turned 
to Durez . . . and how successfully! 

Just see how the gleaming Commu- 
nity Plate Patterns sparkle in their 
black-based Durez Gift Boxes. .. . 
And then reflect on their sales appeal. 


se 


Chngulilitiovns COMMUNITY PLATE! 


--YOU HAVE SHOWN THAT THE LILY CAN BE SUCCESSFULLY GILDED 


These Community Plate Gift Boxes, containing Silver Service for six or eight, are considered the finest yet to be done in plastic materials. The 

sides are fluted so that interesting highlights sparkle as the boxes are moved. Contrasting with the black Durez surface are the light colored 

molded plastic tops. Decoration of these tops is rich and restrained, obtained without extra operations by engraving in the mold... in the 

smaller boxes (see lower left) a modern wave-and-flower motif is employed . . . on the large case (see upper left) a bas-relief molded-in panel 
is used. Borders, beads, scrolls, etc., ordinarily used on plastic boxes, have been eliminated in conformity 
with modern feeling. All in all, these Community Plate boxes set up a standard of design that all users 
of plastic boxes could well emulate. Our test laboratories are at your service. General Plastics, Inc., 308 
Walck Road, North Tonawanda, N. Y. 


Designed by Community Plate Staff, under the direction of Mr. G. N. Allen 
Molded of Durez, by Diemolding Corporation 


| | R Vs, 
D 19 7, Cc Te pe molding compound 
a“ 





brings a wuew uncle 


lo oS packaging 


For fifteen years and more silverware manufac- 
turers have used display boxes for their ‘correct 
service” pieces—the Salad Forks, Butter Spread- 
ers and Serving pieces. The boxes were attractive! 
The boxes were expensive! But instead of appear- 
ing in windows or on counters, they lingered, hid- 
den, under the counter. 

This year Oneida Community decided to end 
this situation. Having made the decision, they 
were led, inevitably, to the use of molded contain- 
ers—boxes in which PLASKON’S COLOR BEAUTY 
would command display space and earn con- 
sumer interest and attention. Today, in thousands 


TOLEDO SYNTHETIC PRODU 


of stores these rich, glowing PLASKON covered 
containers are bringing Community Plate intoi 
deserved “place in the sun”. Tomorrow, in the 1 
sands of homes, these useful, valuable PLASKON 
containers will perpetuate the vast good-will the ’ 
are earning for Oneida Community. j 


So it has been in every instance in which intel” y if bi 
ligent merchandising and fine design have called # j 


upon PLASKON for color and for beauty. So it will 
be with your product. 
Consult the free services of our Technical and | 
Designing Staffs to learn how this modern plastic, 
can build up your sales. F 


TOLEDO. OHIO 





